


Industrial Marketing 


Should colleges teach industrial advertising? 

All-girl agency builds industrial accounts . . no frills 
Distributor survey brings harder-pulling advertising 
Eye-witness tells what foreign trade shows offer you 
Story-telling ways put ‘sell’ in Du Pont magazine 


Management opinions vary on tax aid for industry 


39th year 





The Engineering 
and Mining Journa 
Story 


Why E&M4J is the top publication covering 
the world-wide metal and nonmetallic mining, V 





milling, smelting and refining industry. 


LARGER EDITORIAL STAFF 

PROVED PREFERRED READERSHIP 
MORE ADVERTISING VOLUME 

MORE PAID CIRCULATION 

ADVERTISER SERVICES 


2 PROVED PREFERRED READERSHIP 


No other mining publication has ever topped E&MJ in a readership survey. E&MJ 
has had more “first choice” and “most useful” votes by mining men than the next 
three publications combined in readership surveys conducted by manufacturers 

over their own customer and prospect lists. 


Mining Men All Over the World Read and Prefer 
ENGINEERING AND MINING JOURNAL Because... 


E&MJ gives them more help on the technology of exploration, mining, milling, 
smelting and refining than any other mining publication. 


... For nearly half a century, the E&MJ Price Service has been the accepted 
standard on which ores and metals have been bought and sold in foreign trade 
as well as in the United States. No other mining publication has an editorial 
service with this traditionally accepted “official” stature. 


’ 


... E&MJ has given mining men more world-wide news of their industry than 
any other mining publication. 


Compare the E&MJ 1953 Editorial Index with other mining publications. 


EDITORIAL READERSHIP GETS ADVERTISING READERSHIP ENGINEERING AW | 
MINING JOURNAL 


A McGraw-Hill Publication © 330 West 42nd Street, New York 36, New York 








Your Industrial Advertising 
Avoids a Serious Deficiency 
at time & point of purchase contact, 
when it appears in T. R! 


10,801 ADVERTISERS 


are now using 


40,406 ADVERTISEMENTS 


in the 1954 - 44th annual edition of THOMAS REGISTER. This “fabulous” Industrial Advertising 
patronage has broken all previous records—it is built upon long cumulative advertiser experience, 
emphasizing the obvious fact that it pays to advertise any product in the place where prospective 
Buyers of Products habitually look for advertising, and it largely substantiates the following facts: 








1—Thomas Register Paid Clientele is not effectively 
reached at moment of buying interest by any 
other Guide or other publication of any kind— 
ABSENCE OF ADVERTISING FROM THOMAS 
REGISTER MEANS SERIOUS DEFICIENCY IN 
COVERAGE OF ANY INDUSTRIAL ADVER- 
TISING PROGRAM. 


2—Industry at large pays more subscription dollars 
per year for Thomas Register than is paid per year 
for any other Weekly—Monthly—Annual or other 
trade publication of any kind. 





3—The paid circulation of T. R. includes more than 
60% of the total U. S. Industrial Purchasing Power. 


4—When they are purchasing minded and interested 
in available sources of any products, T. R. Paid 
Clientele as a rule refer exclusively to Thomas 
Register for the most complete picture of available 
sources for the product in mind—They have paid 
the substantial T. R. price to secure this particular 
service. 


5—Prospective buyers look in T. R. for descriptive 
advertising of the product in mind—Such adver- 
tising secures immediate prospective purchaser 
attention. 


T. R. READERSHIP ZER}© T.R. BUYERSHIP ‘|}OO* 








THOMAS @ 
REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 


March 1954 /1 





In the Liquefied 
Petroleum Gas Industry 


You'll sell more by 


selling the BIG BUYERS 


Dat 


14. \e: 


ee 


rHESE BIG buyers fall in three groups—the biggest 
being the bulk plant Distributor-Dealers, who sell 
tank gas at a national average price of 14c a gallon. 


It stands to reason that when you can deliver fuel at 
14c a gallon, you'll sell far more appliances and equip- 
ment than the’ dealers who sell only bottled gas at an 
average of 37c. That’s why these “tank gas” Distrib- 
utor-Dealers are the big wheels in the sale and installa- 
tion of domestic appliances—and virtually preempt 
the field in the sale of commercial, agricultural, and 
industrial appliances and equipment. 


The other two groups of big buyers are the Utilities, 
with piped town systems—heavy buyers of equipment 
and of the appliances for which there is a demand in 
their areas: and the LPG Producer-Marketers—heavy 
buyers of equipment. 


These three groups comprise 5,218 known bulk plants 
(December 1953 count) in the United States, Canada 
and Mexico. You are selling ALL of them when you 
use BUTANE-PROPANE News, which reaches 


BUTANE-P 
NB 


A JENKINS PUBLICATION 
198 S. Alvarado Street, Los Angeles 57, Calif. 


every last one of these big buyers with one or more 
subscriptions. 


No other LPG publication can make this claim 

.no other LPG publication reveals the number of 
plants covered by its circulation...no other LPG 
publication equals the 7,699 bulk plant subscriptions 
of BUTANE-PROPANE News. 


There’s a bonus, too. Because with BUTANE-PRO- 
PANE News you not only reach all the BIG buyers 
but you are contacting several thousand of the better 
bottled gas dealers, LPG design and construction engi- 
neers, manufacturers, and other worthwhile readers 
in the industry. 


Start SELLING MORE right now by selling all the 
BIG buyers, reached only by BUTANE-PROPANE 
News... the pioneer and preferred* publication of 
the LPG industry. 





*Proof Of The Pudding: In 8 reader surveys made independently by 
8 different advertisers, B-P News was the overwhelming first chioce 
in every case. The composite margin of preference was 3.32 to 1. 


"Average total. &: 
- circulation over — « 
GUS 12,500. 


* i 
Write for complete 
marketand = 
circulation facts. - 





Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher 
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CONTENTS Departments 
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High-stepping chorus aims for ‘spontaneous devotion’ to sales ie 


Should universities teach industrial advertising to undergraduates? 

Industrial admen visit Hollywood, wind up in 3-D 

Varied story-telling methods put ‘sell’ in Du Pont magazine 

European trade shows beckon U. S. industrial exporters . . 
1OSKOWNZ 

1954 sales can surpass 1953; coordination is key, AMA told 

Iron Fireman switches line but trade-mark keeps selling . . L 

Facts minus frills spell success for all girl ad agency . . Leo Ander: 

Tax changes to give business shot in arm, Lasser tells ABP 

Baker-Raulang offers two kinds of ads . . for big, small buyers Ae ee 

General Dynamics drive aims at nuclear power users .. cover story dull’ product, Eastman 

Which ad attracted more readers . . Starch rs 

Distributor survey leads te harder-pulling advertising 


Executives vary stress on value of faster depreciation . . forun 


NEXT MONTH: 
IM’s exclusive, annual agency tabulation will list the page volume of the 


advertising placed in business papers in 1953, as compared with 1952, by 
Advertiser changes 
each of 475 or more agencies. Also: 25 leading agencies compared. Adv 


fedia changes 





Industrial ‘‘pipe-line selling.” Have you tried it? 
Published monthly except June, semi-monthly 


by Advertising Publications, Inc., at 200 E. 
Illinois St., Chicago 1], U. S. A. 
ADVERTISING OFFICES 


CHICAGO 11 


200 E. Illinois St. * DElaware 7-1337 

NEW YORK 17 

801 Second Ave. * MUrray Hill 5-8180 

SAN FRANCISCO 3 

Simpson-Reilly, Lt.* 814 Central Tower * 703 Market St.* DOuglas 2-4994 
LOS ANGELES 17 

Simpson-Reilly * 1709 W. 8th St. * DUnkirk 8-1179 


Single copies 25 cents, except June 25 issue, 
which is not sold separately. Subscription 
rates: One year $3, two years $5, three years 
$6. No postage for United States or U. S. 
possessions, Canada or Pan-America. Add 
$2 per year for postage to all foreign coun- 
tries. Entered as second class matter May 
21, 1948, at the post office at Chicago, Illinois 
under the Act of March 3, 1879. Additional 
entry Mendota, Ill. 





Y WHEN YOU ELECT A 


IT PAYS TO ASK 
WHO PAYS? 
why 


MORE ADVERTISERS TO 
RAILROADS PAY MORE 


—-MUCH MORE- 
ISSUE BY ISSUE TO USE 
THE SELLING POWER 


of MODERN 
RAILROADS 


| < Blueprint : 
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RAILROAD MAGAZINE 








Arma continues to earn its 
position as a vital source of 
precision control systems in 
the gyroscopic, electro- 
mechanical, and electronic 
fields largely on a basis of 
the skill and knowledge of 
our Engineering Divisions’ 
more than 1,000 people. 
All of us look forward each 
month to Product Engineer- 
ing as a sure guide to 
what's newand important in 
engineering development. 
C. T. Foss 
Engineering Vice President 
Arma Corporation 
Garden City, New York 


Marketing 


PILOTLESS 
Waive aay 


Y PLIGHT 


THE MEN WHO DESIGN 











He Leads Engineering at Arma 


HE READS PRODUCT ENGINEERING 


ve 


You advertise here to put the power and influence of design- 
engineering’s No. 1 magazine behind your products. 


For many years, the companies which sell to the giant Original Equipment Market 
have recognized the basic influence of product-design engineers in this $30-billion 
market’s purchases of their parts, materials, components, or finishes. 


Just as importantly, they have long made Product Engineering their basic adver- 
tising medium in this market. Year after year, Product Engineering carries far more 
advertising than any other magazine edited for the O.E.M.’s primary buying group. 


The reasons why it does are important to you, and to the sales future of your 
products. And although your nearest Product Engineering representative can give 
you many more reasons for this magazine’s unmatched advertising values, the basic 
ones are these: 


(1) Product Engineering is the only magazine, edited for them, that design engi- 
neers pay to read. 


(2) Over 26,000 of your best customers and prospects now subscribe to Product 
Engineering because it gives them job help and information nowhere else 
available. 


(3) Because its editorial voice is listened to wherever new products are designed, 
its advertisers also command the attention of the men who decide who gets 
the business in the O.E.M. 


In 1953, 880 advertisers put Product Engineering’s power behind 4,422 advertising 
pages. There’s no better time than now to let this magazine work for you. 


The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 


DISTRICT OFFICERS: Atlanta 3, Boston 16, Chicago 11, 
Cincinnati 8, Cleveland 15, Dallas 1, Detroit 26, Los 
Angeles 17, New York 36, Philadelphia 3, Pitts- 
burgh 22, San Francisco 4, St. Louis 8 


AMERICA'S NEW PRODUCTS READ PRODUCT ENGINEERING 
arch 1984 /7 





THIS IS AN 


or specify in the 
chemical process industries) 


THIS IS A 
CHAMELEON — 


a 


a 


(He does not buy or 
specify in the chemical 
process industries) 


THISIS A 
CHEMICAL ENGINEER 


(He does _. 
buy and specify 23: 
in the 
chemical process 
industries) 


Only 
Chemical 
Engineering 

Progress 


predominantly reaches 
and sells Chemical Engineers. 





Chemical 
Engineering 
© Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


120 East 41st St., New York 17, N. Y. 
—pgpeeO Pe SCA a eRe 
Remember... 
the engineer is educated 
to specify and buy! 


RARE PE 





letters 


to the Editor 


WV 





@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


means CHAIN 


Welded and Weldless Choin, Chaim Assemblies 
Slings ond Fittings ter Every Purpose 


? 


Round cvrm COMPANIES 


Round chain of chain companies 
gets all 12 in simple ad 

® TO THE EDITOR . . Enclosed is a 
reprint of an advertisement which 
we believe is newsworthy. It ap- 
peared in the January and Feb- 
ruary issues of Factory, Hardware 
Age, Hardware World, Industrial 
Canada, Industrial Distribution, 
Jobbers’ News, Mill & Factory, Na- 
tional Safety News, Purchasing and 
Western Industry. 

In building a nation-wide group 
of chain manufacturing companies, 
our client had an excellent idea. It 
has proved highly successful from 
both the production and marketing 
points of view. And it was entirely 
logical and proper that they should 
be called Round Chain Companies, 
because they all stem from David 
Round, who came from a long line 
of chain-making Rounds in England 
and establishud the business in this 
country in 1869. 

But from a sales promotion and 
advertising point of view, Round 
Chain Companies present a prob- 
lem. Getting twelve companies into 
a single advertisement is difficult 


enough. Worst of all, people are 
continually asking: “What do you 
mean, round chain?” There is no 
such thing as a square chain, of 
All chain is made of round 
wire. The links are of many shapes; 
almost never circular. 

So the client agreed to let us take 
two bold steps. First, we faced the 
problem by making a simple state- 
ment in the headline “Round 
Second, by using a 
full circle of chain to emphasize the 
name Round. 

We think the effect is striking, 
and likely to arouse interest and 
readership. Produced inexpensive- 
ly, too (as dictated by the client’s 
limited budget). 

FRANK E, BELDEN 

Belden & Hickox, Cleveland 


course. 


means Chain.” 


How can we determine the mar- 
ket for heavy duty lathes 

® TO THE EDITOR. . We are present- 
ly engaged in a project to determine 
the market potential for a category 
of machine tools comprising heavy 
duty engine lathes in the 16” swing 
and larger classification. The im- 
mediate need in this work is to find 
the available data and statistics on 
national sales, in states and coun- 
ties over the past six years for this 
special category of machine tools. 
Your extensive research and ex- 
perience in this field have been rec- 
ommended to us as excellent poten- 
tial sources for this information, 
which will be of great assistance to 
use if it is available. 

In addition, items of a supple- 
mentary nature, s.ch as informa- 
tion on projected purchases of this 
type of equipment, figures on lathe 
age classifications, locations, and all 
other pertinent information would 
be most helpful. 

We realize that the exact data 
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Continued on page 12 








sales of lumber 
and building 
products retail 


dealers have 
TRIPLED 


since 1945 It’s really amazing! Sales of lumber and building products retailers to the 








AL&BPM Delivers All This 


READERSHIP built on editorial vi- 
tality . . . giving dealers the in- 
formation, live news and merchan- 
dising help they need to sell more 
of your products. 
TOP COVERAGE. 
21,900 retailers, more than 
wholesalers. 

HIGHEST RENEWAL _ RATE. 
AL&BPM subscription renewals are 
the highest in the field . . . 
77.93%. All subscriptions are sold 
WITHOUT premiums. 
LEADERSHIP IN MAIL CIRCULA- 
TION. Over 4% times as many 
subscribers sent in their subscrip- 
tions by mail to AL&BPM as to 
the second paper, during the 6 
months ending December 31, 1953. 


More than 
2,20 





new construction, maintenance, improvement and the booming “do-it- 
yourself” market have skyrocketed from $214 billion to $734 billion since 
1945. And ALE BPM dealer subscribers sell 85° PLUS of this tremendous 
volume. 


Each year finds these dealers selling broader and more diversified lines 
of products, materials and accessories. Good example of today’s modern, 
one-stop building stores are those of the Mohawk Lumber and Supply 
Co. of Detroit. The one pictured above with 6500 square feet of well-de- 
signed sales area, offers customers every type of building product, plus 
other needed items such as lawnmowers and tools. 


The people at Mohawk, like thousands of other progressive dealers are 
readers of AL&BPM. That’s logical, because for years, AL&BPM has 
advocated and helped develop modern store-type layout, up-to-date 
merchandising methods and sensible, planned advertising. 


AL&BPM gives its readers the information and practical help that makes 
them better dealers . . . they follow AL&BPM’s advice and they profit 
from it. Take advantage of this—put YOUR product story in AL&BPM 
and get your share of this $734 billion market. 


Get all the Facts on this $734 Billion Market. Write for your copy of 
AL&BPM’s Market Data File. 


American Lumberman 
& Building Products Merchandiser 


A Vance Publication 


Issued every other Monday 


139 No. Clark St., (Phone: Financial 6-5380), CHICAGO 2, ILL. 


Est. 1873 


March 1954/9 
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No accident that HP&AC is the best read 
publication in its field! 

Month after month, every article appearing 
in HP&AC covers some phase of industrial and 
large building heating, piping and/or air condi- 
tioning — nothing else. 

These articles are timely, practical — infor- 
mation which engineers and contractors can apply 
directly to their own work. 

You can't edit such a publication as HP&AC 
from an ivory tower. Nor do we! 

HP&AC is a field-edited publication furnish- 
ing its paid subscribers with the newest think- 
ing in engineering, equipment, installation and 


maintenance. 


Edited EXCLUSIVELY for the Engineers and Contractors who Heat, 


10 /'in justrial Marketing 





Reasons Why HP&AC is First 


1) HP&AC—the field’s authority in 
Supplementing our own Staff Editors, we print 

have 31 Contributing Editors — in New York, 

Philadelphia, St. Louis, Los Angeles, etc. . . . top 

notch men in the industry, handling some of the 


field's largest most important jobs. y 3 sn thlealianmiesiininiaibiin 


HP&AC is also first to give its readers the 
results of basic research. For many years we HP&AC has the largest circula- 
have been privileged to carry the Monthly Journal tion in its field 
of the American Society of Heating and Venti- 
lating Engineers. 


HP&AC’s editors are experts in 
their field 


HP&AC carries the largest 
F : volume of advertising in its field 
Reader interest is proved by survey and by 
high renewal percentages. Because HP&AC is 6) a a ee eg wee 
THE publication in its field, it currently carries their reader interest 
the bulk of the field's advertising volume. 
HP&AC selects its reader 
audience 


Your advertising dollars can do a MUCH 
MORE efficient job by letting HP&AC carry your 


main advertising load. © HP&AC serves one field only 


HP&AC carries monthly the 


KEENEY PUBLISHING COMPANY Journal of the American Society 


of Heating and Ventilating 
AIR CONDITIONING HEADQUARTERS Engineers 


6 N. MICHIGAN e CHICAGO, ILL. 
NEW YORK CLEVELAND LOS ANGELES 
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Stickin Around 
waite 4944, Oe d8l.4 


KLEEN-STIK GOES “3-D’! 


Just like the movies, printing, and T-V 
actresses, Kleen-Stik gives Bepth, De- 
tail and Dash to point-of-purchase dis- 
plays. This famous moistureless, stick- 
tight adhesive, applied in carefully placed 
Strips ’n’ Spots, makes possible ingeni- 
ous uses of folds and die-cuts for realis- 
tic, super-sellin’ effects like these: 


Comin’ Through! 


That’s what people think this 
FALSTAFF BEER can is doing 
when they see it in retail 
store windows. Actually, it’s 
two half-can replicas, printed 
on heavy-weight stock and sup- 
plied with strips of ever-stickin’ 
KLEEN-STIK. A couple of sim- 
ple folds, strip the covering from 
the K-S adhesive, and mount 
one inside, one outside of win- 
dow or showcase for a terrific 
traffic-stopper! This ‘*canny”’ 
idea was the 3-dimensional 
baby of Falstaff’s ROY SHER- 
WOOD, with aswell production 
job by SCHMIDT LITHO- 
GRAPH of San Francisco. 


“I Scream, You Scream” ... 


Food products P.O.P. is probably the 
hottest competitive field today. So this 
3-D display for CARNATION COM- 
PANY ’s Fresh Milk & Ice Cream Div. 
is even more of a “‘standout’’. Ad Mgr. 
WALT MAYER collaborated with Los 
Angeles designer JERRY NOVORR, 
who devised the clever combination of 
die-cut tabs and folds that assemble 
easily into a lifelike facsimile package, 
either square or round. Produced “ 
UNIVERSAL PRINTING & LITHO 
CO., these copyrighted ‘‘Uni-Pop-Outs”’ 
go up quick and easy by means of peel- 
and-press KLEEN STIK Strips ... 
stick tight on walls, windows, and other 
smooth surfaces for hard-hitting, long- 
lasting sales impact! 


SEE what you can do with 
KLEEN-STIF.? Besides Strips 
und Spots, there’s K-S All-Over 
Gummed Stocks, too, that 
make wonderful shelf strips, 
die-cut signs, bumper strips, 
and loads of other effective 
P.O.P. Ask your regular printer 
or lithographer—or write for 
free membership in the K-S 
**Iidea-of-the-Month”’ Club. 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue @ Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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letters . 


pertaining to the special lathe group 
of “heavy duty engine lathes with 
a 16” swing and larger” may be 
very difficult to obtain. If your 
consideration of this problem indi- 
cates some correlation with other 
statistical information which is 
available, we would appreciate re- 
ceiving your comments and sugges- 
tions. 
BRUCE C. ELLIOTT 

Manager, Market Research 

Dept., Axelson Mfg. Co., Los 

Angeles 

[Our 1954 Market Data & Direc- 
tory Number might be helpful to 
you. We would welcome further 
suggestions from our readers. . .Ed.] 


Completes production of movie 
on heavy industrial equipment 
® TO THE EDITOR . . We have just 
completed production of a 16 mm 
color movie on heavy industrial 
equipment. 

Our intention is to promote this 
film for the largest industrial audi- 
ence possible. Your advice on the 
availability of literature describing 
the promotion of industrial films 
would be appreciated. 

J. R. DAVIDSON 

Advertising Manager, Lake 

Erie Engineering Corp., Buf- 

falo, N. Y. 

[See “Problems in Industrial Mar- 
keting,” IM, Aug., 753 . . Ed.] 


Wants to reprint forecast 
data from 1949 IM 
® TO THE EDITOR . . I am currently 
writing a book in the field of man- 
agement and wish to include some 
data taken from a reprint of InDUS- 
TRIAL MARKETING. The material ap- 
peared in Frank D. Newbury’s 
series of articles, “Guideposts for 
Forecasting.” (IM, Aug., 48 — Jan. 
°49). 

May I have permission: to use 
these data? 

GEORGE R. TERRY 

Faculty, Northwestern Univer- 

sity, Chicago, IIl. 
[Permission granted . . Ed.] 


Adman supports Wiggers 
on the 15% commission system 
@ TO THE EDITOR . . Since I was one 


of those who has “muddied” the 
water regarding the 15% commis- 
sion system, I would like to add 
the following to support Raymond 
Wiggers. In his article (IM, Oct., 
53) Mr. Wiggers states that he 
finds almost unanimous disapproval 
among industrial advertising men 
for the 15°4 commission, and almost 
approval among. the 
agency people for a continuance of 
It seems unfortunate 
that the method of payment for 
agency service should be such a 


unanimous 


this system. 


subject for discussion. 

Many agencies make a practice 
of rebating the 15% commission to 
their clients and then adding to the 
space bill the net cost of agency 
service, regardless of what it may 
be. In most cases, of course, this 
amounts to more than 15%, but 
since both the advertiser and his 
agency have agreed on such a meth- 
od of compensation it is, obviously, 
fair. 

However, if as an industrial ad- 
vertiser I want to buy 5, 10, 25, 
or any quantity of pages of space, 
I don’t see why I should have to 
have included in my bill a 15% 
commission for an agency, partic- 
ularly if I don’t want to hire an 
agency. It’s like going into a paint 
store and buying five gallons of 
paint and then having, in addition 
to the cost of the paint, a charge for 
the services of a painter. 

It seems to those of us who are 
squawking so much about. this 
agency business that it would be 
far better if the publication reverted 
to a one-price system. Then let the 
advertiser pay for an agency if he 
wants one. Most people want one, 
and if they do that is fine, but let 
them pay for it. For those who do 
not use an agency, why should the 
publication reap an extra benefit be- 
cause they get an extra 15% from 
those people who do not use an 
agency. 

When I took over this position 
three years ago and when it gener- 
ally became known around Boston 
that there was a new person in 
charge, literally the line formed on 
the right, and there were days when 
there were as many as four or five 
small, one-man agencies coming and 
asking for the account. That’s just 
fine, but they didn’t ask for it on the 
basis of what they could do for me. 


Continued on page 16 





4,261 Advertising Pages i in 1953 Ye f | 
and Still Climbing ’ /£ — January JET POWER Issue 


Among the Top 10 Industrial Publications / WA makes Editorial History 
and FIRST among Metalworking Monthlies : 


hip 

‘ Don't you look skyward whenever a flight of jets pass? 

//, There's a certain spine-chilling thrill in watching these 
j powerful jet birds of the sky. In a sense, LOOKING at 

Plus Values for Y them gives you a feeling of ASSURANCE. 


Readers and Advertisers , 
In like manner, the top production men in the metal- 


@ More than 98% Personalized ] y/ working industry . . . the men who are responsible for 
@ Circulation Verified by fp Wy the tools that help build those jets . . . LOOK to Machine 
Western Union ; he and Tool BLUE BOOK. They LOOK because they know 


they'll find the latest, most detailed information avail- 
Convenience able “ any ee tte Be aaa a 

_ cause they've come to rely on the s editoria 
. Square Back, Sewed Binding y / excellence to keep them informed . . . to provide them 
@ Audited by B.P. A. j y with the ‘know-how’ and keen technical knowledge their 
@ Lost Cost per Thousand e jobs demand. 


@ High Pass Along Circulation 


@ Pocket (Digest) Size for 


fo It's reassuring to BLUE BOOK editors to know the con- 

Ps fidence top production men have in their book. But it 

. doesn't stop there . . . for KEEPING PACE with BLUE 

40,000 Copies Every Month BOOK's editorial excellence is its advertising effective- 

Regular ness. Advertisers, too, LOOK to the BLUE BOOK for 

ee outstanding sales performance . . . advertising ‘sales- 

Editorial Features thrust’ which is given its impetus by the editorial leader- 
© Shop Hints ship BLUE BOOK readers LOOK for. 


e@ Modern Tools in Action 

e News of the Industry This is the type of result-producing performance which 

° va on in gives you, the advertiser, a sense of ASSURANCE 
pony that here is a publication KEEPING PACE . . . offering 
The Market Place you TWIN SALES-POWER which will do a more effective 


Mechanics Through selling job for you. 
the Ages 
Products Index WRITE FOR 24-page Data File based on NIAA Outline. 


Last Minute a , 
Washington News Latest market figures, government statistics and publica- 


How's Business? cation data. 


audToot BLUE BOOK. 


HITCHCOCK PUBLISHING co. WHEATON, ILLINOIS 
Telephone: WHeaton 8-3400 


Now more than ever — -The Readbook of the Metalworking Industry 


Mai ee 


AST BA Mera 





Let the facts tell you why American 





Because the first requisite advertisers have always demanded 
of a business magazine is a selective audience . . . composed 
as completely as possible of men with buying power for their 
particular products . . . it is important for every advertiser 
whose products are used by metalworking production to 
know how much more American Machinist offers them in this 
respect than any other metalworking magazine published. 


953 


ADVERTISERS 


IN 1953 


6,874 
ADVERTISING 
PAGES 


Q 


Thus . . . because American Machinist is Metalworking’s 
outstanding example of what a top-flight industrial maga- 


edvenicors egeia in 1959 mode it the No. 1 adverning 


anh Reet be iegteeomte 





Because American Machinist is edited exclusively for metal- 
working production men, and is the only all-paid circulation 
magazine among leading metalworking publications, the 
proved interest of its subscribers in metalwerking production 
is self-evident. And today American Machinist has more 
production-responsible subscribers than any metalworking 
magazine has ever offered before . . . 33,000 of them.* 


"December, 1953 {subject to ABC audit) 





Lowest 
Cost-per-1000 
subscribers 
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Machinist is No. 1 in Metalworking 


Concentrated Circulation _ Concentrated Circulation 
Where Metalworking Is Concentrated Where the Buying Power Is Concentrated 








cas es ! | eee 
What's more, these American Machinist subscribers are +». and 82.88% of American Machinist subscriptions are 
concentrated where metalworking production’s buying power bought and paid for by companies; corporate officials and 
is concentrated. Eighty per cent of our U.S. subscribers are general managers; department managers, superintendents, 
in the 12 key states in which 81% of Metalworking’s im- and engineers. No other magazine offers you such @ con- 
portant plants (50 or more workers) are located . . . "  ¢entrated and waste-free paid: circulation among the men 
who are buying the machinery, equipment, components, 
and services needed to produce $95-billion of metalworking 

products this year. 


SO . . . when you want increased sales in the $95-billion Metalworking Indus- 
try, and want to build preference for your products among this industry’s 
most important buying group . . . production management .. . the facts 


will tell you why: 


is the Ne. 1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 
ASSOCIATED BUSINESS PUBLICATIONS 








REFINERY CATALOG 


gives your catalog preferred usage 24 hours a day 


The REFINERY CATALOG is the primary reference source for buying information on 
equipment and services used in the Refining-Petrochemical-Natural Gasoline Industry — 
the one source used regularly by more than 6,000 buying power men who spend or recom- 
mend 98% of the industry's annual multi-million dollar purchases 


Availability of catalogs often is the deciding factor on: (1) Whose salesmen are in- 
vited to call; (2) What product is requisitioned or specified; and (3} Which company 
gets the order. REFINERY CATALOG makes sure that buyers receive, keep and give preferred 


usage to your catalog 


Here buyers get complete information, with the least expenditure of time and effort, 
in one easy-to-use-and-keep volume. A careful] distribution system makes sure that REFIN- 
ERY CATALOG is always in the right hands, at the right time. Each copy is specifically 
requested, in writing, by recognized oil and gas processing companies and contracting firm 


executives, for the preferred use of their important buying personnel 


In the hands of these refinery men who actually buy and specify, the REFINERY CaT- 
on the job 


. a powerful assist to your regular sales and advertis- 


ALOG is your best supporting assurance for a successful sales program 
when buying decisions are made . 


ing efforts 
WRITE FOR YOUR PERSONAL COPY of new 
brochure on REFINERY CATALOGING. 


hints, other information on the most effective methods 


Contains copy 


of putting your sales story in the right places at the 
right times 


The Woldi Largest MANWSIN Sthlishers A 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El] Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
— W. W. Wilson Building, Huntington Park, Jefferson 
1219. 
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letters .. 


They asked for it on the basis of 
what was in it for them. 

Many different propositions were 
put up to us, but the net result in 
almost every case would have been 
that we would continue to write our 
advertisements, order the plates, and 
have the electrotypes made and sent 
to the local agency. They, in turn, 
would order the insertions and send 
the plates, and then would have re- 
bated to us 10% of the cost of the 
space. That is in direct violation, 
you will recognize, of one of the 
standards by which an agency is 
granted recognition. 

As matters stand now, the agen- 
cies are not paid by the people who 
hire them. In many cases they are 
paid by the publisher and they are 
among the few people that I know 
of who are not paid by the people 
for whom they do their work. We 
hear much about raising the stand- 
ards of our so-called profession and 
yet here is evidence that we cannot 
even agree on how a person should 
be paid. 

It would certainly seem strange if 
a consulting engineer was hired to 
design a building for a client and if 
he got his entire fee from the sup- 
pliers whose products he recom- 
mended. Undoubtedly consulting 
engineers would fall very materially 
in the eyes of their prospective em- 
ployers if they were going to get 
their money from the people who 
furnished the steel, the concrete, the 
doors, the locks, the windows, etc. 
Yet that is what we are saying is 
perfectly ethical for an advertising 
agency to do. 

I, for one, would like to see our 
outmoded system of agency pay- 
ment thrown out the window once 
and for all, and let agencies sell 
what they have to sell and be paid 
for the work they do. I have a feel- 
ing that they would prebably have 
a great deal more work, would be 
paid for the work they do and, in 
the end, industrial advertising would 
grow in stature and in importance. 


E. J. MACKENZIE 
Advertising Manager, Sim- 
plex Wire & Cable Co., 
Cambridge, Mass. 











PRACTICALLY 
ALL PRODUCTS 
ARE 

. PACKAGED 


AND' ALL PACKAGES Miia! Be. 





DESIGNED — 
MERCHANDISED 


MYSTIK 


MASMING HEE 


Is it possible we’re living in a paper age? For all our 

wizardy with new materials, paper-and-pulp-making is America’s sixth 
biggest industry (a six-billion-dollar giant!) And an astonishing 

half of all the paper and paperboard we make goes into packaging. 


Paper packages are making people buy more. 
if you make anything Cartons are snipping pennies from shipping costs. Treated in 


that goes into packaging any 


product... used for its design, 
production or merchandising Yet paper’s only one of many materials that packaging 
+» your advertising gobbles up in fabulous quantities... to say nothing of the machinery, 
belongs in— the ink and adhesives and cellophane it takes to package 
America’s products, to move them fast. 


In the development of this tremendous market, MODERN PACKAGING 
aie Santana has played a leading role for 26 years. It’s known the world over as 

a source of fresh ideas and sound techniques. . . the place to 

sell everyone with a say in packaging design, production and promotion. 

Survey after survey proves its leadership in the field. Ask for the facts. 


new ways, paper is wrapping milk... and cement... and lumber... 
and millions of pounds of frozen food. 


A BRESKIN PUBLICATION 
575 Madison Avenue, New York 22, New York 


= 
-_ i 


CIEN is one of the 
17 business periodi- 
cals of NATIONAL 
BUSINESS PUBLICA- 
TIONS LTD. 


One reason CIEN gives you the 
most accurately up to date reader 
list among Canadian industrial 
papers is that 16 other business 
papers and a large field force are 
constantly on the alert for new 
plants, new buyers and personnel 
changes. No source of new prospects 
is overlooked. 

The completeness of C1 EN coverage 


is shown by the fact that it reaches 
one or more product selecting 
officials in the 10,200 establishments 
which account for 95% of all 
Canadian manufactures. Through 
CIEN you reach the new and fast 
growing Canadian markets when 
they are most active. 


LARGEST INDUSTRIAL PLANT COVER- 
AGE . . . MOST INDUSTRIAL ADVER- 
TISERS IN CURRENT ISSUES . . . MORE 
REGULAR ADVERTISERS THAN ANY 
OTHER INDUSTRIAL PAPER .. . LOW- 
EST COST PER THOUSAND READERS. 


CANADIAN 
INDUSTRIAL 
EQUIPMENT 
REWS 


Head Office: Gardenvale, Que. 


Atlanta, Ga.: L. O. Coburn, 3 Villa Drive 
N.E. . . . Birmingham, Mich.: Lloyd G. Saulter, 
15858 Kirkshire Ave. . . . Boston 8: 5 Se 
Whiteley, 50 Beacon St. . . . Chicago 4: 
G. C. Hooker & R. H. Irvine, 20 West Jackson 
Boulevard . Cleveland 14: M. H. Pierce, 
3145 Superior Ave. . . . Detroit 35, Mich.: 
T. Emerson, P.O. Box 5046 Southfield Station 
Indianapolis 20, Ind.: M. Graham LeVay, 
5909 N. Guilford Ave Kalamazoo 5, Mich.: 
George N. Boyles, 426 Potter St... . Los Angeles 
1: A. H. Haurin Jr., 6000 Miramonte Blvd... . 
Maywood, Iil.: C. H. Holden, P.O. Box 15. 
. . Minneapolis, Minn.: Jack Campbell, P.O. 
Box 455. . . New York 11: Howard Ely 
and L. Bentley, 200 West 16th St. . . . New 
York 1: J. E. Hague, 461 8th Ave. ... 
Rochester 9, N. Y.: James A Ehalt, 388 Brown- 
croft Blvds Apt. ‘ Philadelphia: G. Park 
Singer Jr., Upper Darby P.O ~S... eae 
Pittsburgh 22: G. H. Scoltock Jr., 1020 Farmers 
Bank Bldg Richmond, Va.: J. L. Dennison, 
2236 Monument Ave . Western Springs, IIl.: 
ae urtor 4713 Woodland Ave 





trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Domestic paper production 
grows, accents research 


By John Cornell, Paper Mill News: A. W. J. Dyck, Paper Industry; Vincent F. Waters, 
Southern Pulp & Paper Manufacturer and Howard Mitchell, Canadian Pulp & Paper 


Industry. 


® THE PULP and paper industry is 
a fast growth, expanding industry 
closely linked to modern packaging, 
marketing and selling. 

The total production of paper and 
paperboard was 26,500,000 tons in 
1953. This production was 50% high- 
er than at the end of World War 
II in 1945 when 17,400,000 tons of 
paper and paperboard were pro- 
duced. Production of paper and 
paperboard will closely approximate 
the same total production of last 
year unless there is a general de- 
cline in business. Over a period of 
years the consumption of paper and 
paperboard was closely correlated 
to the of non-durable 
goods. 

On top of the vast expansion pro- 
gram which the pulp and paper in- 
dustry has undertaken since the 
end of World War II several new 
paper machines and auxiliary 
equipment, as well as new pulp 
manufacturing facilities, will be in- 
stalled in 1954. Several new pulp 
and paper mills will come into op- 
eration this year. 

The accent is on research in the 
paper industry because the develop- 
ment of new end uses for paper, 
paperboard and paper products is 
the chief reason for the astonishing 
growth in the consumption of paper 
in the last quarter of a century. 

The pulp and paper industry is 
now engaged in scientific forest op- 
erations with the objective of grow- 
ing pulpwood as a crop. The pulp 
and paper industry is now on a per- 
petual yield basis since more pulp- 
wood is being grown than is being 
used in the manufacture of pulp. 

The recent progress in the use of 
hardwoods means. that 


purchase 


an enor- 


mous new volume of pulpwood will 
be available which previously could 
not be used in the manufacture of 
pulp. Moreover, it is now an estab- 
lished policy for the integrated use 
of the entire forest crop with each 
log being used for the purpose to 
which it is best suited whether lum- 
ber, plywood, pulp or other prod- 
ucts. Sawmill waste is now used 
as a raw material for manufacturing 
pulp and concerted technological 
research is being continued for the 
utilization of lignin in the pulpwood. 
All this adds up to the broadest 
cooperative effort ever undertaken 
by any industry to conserve and in- 
crease the productivity of the for- 
ests. . . JOHN PARNELL, co-publisher, 
Paper Mill News, New York. 


Foreign Competition Increases.. 
The 1954 character of the pulp and 
paper market is that of greater 
competition. 

Competition in the foreign mar- 
kets has already reduced our ex- 
ports of pulp and paper products 
by more than 50%, and indications 
point to still further reductions, 
leaving only certain specialty prod- 
ucts to set the tune to foreign mar- 
ket domination. 

In contrast, our home market is 
constantly expanding. Per capita 
paper consumption in the U.S.A. 
has already reached the 400 Ib. 
mark, and the only foreseeable 
change is an even greater per capita 
consumption. The packaging and 
construction fields seem to:-have un- 
‘limited possibilities for pulp and 
paper product applications. 

Competition in the home market 
puts the emphasis on quality prod- 
ucts. This will accelerate the gen- 

Continued on page 22 








IEN’s markets are active now! 


SC) a 
VU LALA 


A GOOD SAILOR 


I E N was welcomed and quickly accepted in 
1933, at the bottom of the depression, by 
advertisers with shrunken budgets who HAD 
to work their ad dollars overtime. I E N is no 
marginal, fair weather catch-all to absorb 18¢ 
tax dollars, but a hard-hitting sales maker, 
finding new markets and working for you at 
14¢ per call . . . before, between and after the 
calls of personal salesmen, averaging to cost 
$18 each. 


Whether 1954 is or is not your all-time best 
year it will be better for using this efficient 
selling tool... I EN... which is so good for 
selling because it is so constantly and exten- 
sively used for buying. 


Because Industrial Equipment News 
reaches ALL of the healthy, growing in- 
dustries .. . and the healthiest, growingest 
plants in these industries . . . 


IE N’s MARKETS ARE ACTIVE NOW! 
The secret of I E N’s 


HARD SELLING 
for you is the 


EASY BUYING 


provided for 64,000 product selecting 
officials in the 40,000 plants and buying 
offices which buy BIG and buy OFTEN 
NOW. 


USE THIS COUPON FOR HELPFUL INFORMATION 
The 9 items listed are all in our MEDIA DATA FILE or 


can be ordered separately 


Taveleisiatel 


Industrial a ment News 
Thomas Publishing Company 
461 8th Avenue, New York 1, N. Y. 


Send to 
Name. 


Title 

Company. 

Address. 
COMPLETE MEDIA DATA FILE [)...or.. 


The Original 
EN 
Founded 1933 
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Mill & Factory reac 
































The men behind these MILL & FACTORY stencils have one thing 


in common—they are all industrial executives who make the actual 


°° ay SSS buying decisions. 


CW Ngee Ae oS 
OX OOO 


As your salesmen know, men like these are hard to identify. Be- 
cause titles and buying patterns vary from plant to plant, real buy- 
ing influences can be located only after repeated plant calls. 


MILL & FACTORY uses this same personal sales-contact principle 
to build and maintain its circulation. A nation-wide staff of 1,645 
industrial sales engineers—men who sell machinery, equipment and 
supplies, know the buying and specifying patterns in the worth- 
while plants throughout industry. 


Only proven buying influences, regardless of title, are selected to 
receive paid copies of MILL & FACTORY. 


This uniquely successful Conover-Mast Franchise Circulation 
Method assures you of maximum advertising impact—because 
MILL & FACTORY reaches the same men, regardless of title, your 
salesmen must see to sell. 





clory 


Oe mast euaeaton 
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To SELL te (> a 


Kniittin 
INDUSTRY... Bo 


(1) CALL YOUR SHOTS... 


@ THE KNITTER 1s the on/y magazine 
in the U. S. published exclusively for 
the manufacturers, dyers and finishers of 
hosiery and knitwear 
@ THE KNITTER covers every mill of 
any importance in the U. S. and Canada 
delivers all its circulation to the 
field you want to sell 
@ THE KNITTER reaches the men who 
do the buying gives you plus 
coverage of key personnel who influence 
buying 


(2) SHOOT MORE OFTEN 
... at lower cost! 


The Knitter's low rates enable you to 
tell your story more often, because you 
don't pay for waste circulation out of 
your held Ads can be “tailored” to 
specific jobs in ideal surroundings. 


If you sell to the 
KNITTING DIVISION only 


THE KNITTER 
is your BEST buy! 


SPECIAL NOTE! 
If you sell the whole textile field 
COMBINATION RATES 


for Textile Bulletin and the Knitter 
will save you even more. Write us 
for details. 





The KNITTER 
stands alone 
in a field 
of its own! 


PUBLISHING 
COMPANY 
CHARLOTTE 

NORTH CAROLINA 
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trends e e begins on p. 18 
eral trend toward better integration 
of pulp and paper mill equipment 
and operations . . eliminating bot- 
tlenecks and achieving maximum 
quality output at competitive cost. 

This will also mean the cultiva- 
tion of a more constructive attitude 
toward technological progress, ac- 
quiring a greater know-how of 
technology, procurement of compe- 
tent personnel at the technical and 
planning level with the view to 
gleaning the maximum productivity 
from the modern equipment which 
is at our disposal today and to un- 
dertake the long range production 
and marketing planning that must 
be part of every growing industrial 
establishment. . . DR. A. W. J. DYCK, 
editorial director, Paper Industry, 
Chicago. 


New Use of Hardwoods... The 
pulp, paper, and paperboard indus- 
try is an old but continuously vigor- 
ous and strong industry. In 1953, 
over 25,000,000 tons of paper and 
paperboard were manufactured 
about 10,000,000 more tons of pro- 
duction over 1943. 

Research and development studies 
continue to bring into existence new 
and expanded uses for paper and 
paperboard, which, coupled with the 
increase in population-growth trend, 
indicates that 1954 and the years 
ahead augur exceptionally well for 
this industry. 

The major source of cellulose is 
from trees. For 15 years or more, 
most of the companies producing 
wood pulp, especially in the South, 
have increased their activities in 
conservation of woodlands to such a 
vast extent that increasing quanti- 
ties of hardwoods are being utilized, 
planting of seedlings runs into the 
millions each year on cutover and 
eroded lands, and professional and 
conservation foresters on company 
pay rolls number in the hundreds. 
Intensive surveys show that new 
growth of trees is advancing at a 
rapid rate and in some areas ex- 
ceeds the drain already. 

On a short-range basis, such as 
six months to one year, some ad- 
justments may have to be made by 
some few companies where the end 
uses were in the “war” field; how- 
ever, because the very nature of 


most of the end uses of paper and 
paperboard, as well as pulp, are in 
the hands of individual people, the 
future looks bright. 
Individual people use 
paper, envelopes, facial and other 
tissues, bread wrappers, paper bags, 
tires with rayon cords, books, maga- 
zines, newspapers, calendars, shoe 
boxes, candy boxes, and a host of 
other pulp, paper, and paperboard 
items. These individual uses and 
the vast tonnages used for protec- 
tive shipping containers, industrial 
uses, ete., will increase with new 


writing 


developments and discoveries. Thus 
with continuing intelligent effort by 
management and employes the pulp, 
paper, and paperboard industry 
should maintain its healthy growth 
characteristics. . . VINCENT F. WATERS, 
general manager and editor, South- 
ern Pulp & Paper Manufacturer, 
Atlanta, Ga. 


British Columbia Develops . . 
Perhaps more significant than any 
trend in the processes of manufac- 
turing or marketing of pulp and 
paper in Canada is the very great 
development that is in prospect for 
this industry in British Columbia. 

Some $175,000,000 to $200,000,000 
in new construction is in prospect 
for six projects now in the prelimi- 
nary planning stage of development. 
These include mills at Kitimat, Port 
Alberni, Crofton and on the West 
Coast of Vancouver Island. 

Coming on top of more than 
$250,000,000 of recently completed 
projects in B.C., this represents one 
of the most dramatic advances 
North America has ever seen in the 
cellulose industry. 

Much of Canada’s rising output of 
pulp and newsprint is dedicated to 
United States consumption. The 
rising demand on Canadian forests 
for pulp used in packing, textiles 
and converting plants confronts the 
United States and Canadian news- 
print users with a need to ensure 
that they continue to attract such 
a proportion of the raw log to news- 
print manufacture as will protect 
them against shortages and eventual 
drastic price advances to recoup 
their position. HOWARD | T. 
MITCHELL, publisher, Canadian Pulp 


& Paper Industry, Vancouver. B.C. 
© 





TIMELY 


Sales - Opportunity 


in MAY Issue of 
PIT AND QUARRY 


Special Advantages 


for your Advertisement 


@ Extra long sales-life 
@ Extra high readership 
@ Coverage of top buying power 


@ Special editorial features con- 
dition the Advertising 


@ The entire section will also 
be mailed separately to all 
parts of the world. 





The May issue of PIT AND QUARRY is held in keenest anticipation by readers 
because of its unique editorial treatment on the subject of Lime and 
Agricultural Limestone. 


PIT AND QUARRY has long recognized the great importance of the Lime 
and Agstone Industries. Accordingly, the Limestone Section in May will be 
devoted to reports of the industry’s progress in various sections of the country 
and to its problems and opportunities for increasingly profitable operation. 


The May Limestone Issue will be filed as a reference Number, thus giving 
your advertisement extra long sales-life. 


Limestone Plants need your Equipment ... NOW 


The potential machinery and equipment market in this field is so large it 
defies even reasonable estimation. Hundreds of plants need your equipment 
for expansion and replacement. Here’s a buyirig-market for crushers, screens, 
conveyors, kilns, hydrators, bag-packing machines, hammer-mills, limestone 
spreaders — just to mention a few. 


Your advertisement will be placed in the special section with the editorial 
content. Thus, the reader is editorially conditioned to your sales story. It’s an 
opportunity to sell and serve. 





when the 


scientists 
Study soil 
engineering 


... they unearth ideas for 
public works engineers 


Wii soil settle under a new highway 

. or slump under the supports of 
a sewage plant? Important questions 
... for soil is the basis of all founda- 
tions. For the answers, scientists 
check elasticity, shearing resistance 
and other factors. PUBLIC WORKS 
reports these studies . . . and the new 
data flowing from the laboratory and 
the engineer's drafting board, to help 
on jobs from sewerage to street light- 
ing, water works to industrial waste 
and pest control. Engineers coast to 
coast keep up with the findings be- 
cause PUBLIC WORKS gives them 
facts they can use—fast. 


PW interprets current research so that 
engineers can apply the latest methods 
and ideas in their own cities, counties 
and states. No other magazine gives 
them such full and helpful reports. 
That is why PW is the magazine 
engineers use on the job. It’s also why 
advertisers find PW gets more busi- 
ness for every advertising dollar. 


more pull 


A road machinery manutfac- 
turer* says: 

“Received more than 60 direct 
sales leads from PW .. . have 
been able to trace nine sales’’ 


*Name on request 


PUBLIC & 


NN Most useful engineering 
. magazine for cities 
counties and states 

310 East 45th St., 


New York 17, N.Y. 
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By Stanley E. Cohen 


® FOR THE PAST several weeks one 
expert after another has been vol- 
unteering his about the 
things the government should or 
should not do to protect the nation 
Since the 
experts are talking on the basis of 


advice 


from serious deflation. 


fragmentary information, at best, it 
is hardly strange that there are so 
many conflicting explanations and 
recommendations. 

Late in January, the President’s 
economic advisors decided the na- 
tion was suffering from nothing 
more serious than an inventory ad- 
justment. On the basis of this be- 
lief, the administration adopted an 
economic program which assumed 
that a gentle tug on the pump han- 
dle . . in the form of tax concessions 
to industry . . would stimulate suf- 
ficient new activity to hold unem- 
ployment to a low level. 

By mid-February, however, gov- 
ernment economists were conced- 
ing that this analysis of the situa- 
tion was already obsolete by the 
time their program reached Con- 
gress. With members of Congress 
insisting the situation was growing 
more serious, President Eisenhower 
announced he is prepared to use 
more direct methods . . such as tax 
relief for individuals . . if he fails 
to find cheerful business news in 
the March statistics. 

Meanwhile the Joint Committee 
on the Economic Report held three 
weeks of hearings. In general the 
economists who testified before the 
committee indicated that the Ad- 
ministration program is inadequate. 
Only a few weeks ago, fcr example, 
Commerce Secretary Sinclair Weeks 
and Labor Secretary James Mitch- 
ell were assuring us that 1954 will 
be a good year, “second only to 
1953.” But the Joint Economic 
Committee was reminded that any 
decline from 1953 will be a serious 


_cures for looming deflation 


matter indeed. “With our growing 
population and labor force, we lose 
ground or we merely hold our own,” 
the chief economist of the National 
Planning Association testified. “If 
we slip back, the problem of un- 
employment can be very serious.” 

Another key witness was Dr. 
Edwin Nourse, formerly the chief 
economic advisor of the Truman 
Administration. He quit the Tru- 
man Administration because he felt 
it was stimulating inflation at the 
wrong time. But in his appearance 
before the Joint Economic Commit- 
tee he warned that the U. S. ap- 
pears to be in a period where abil- 
ity to produce outstrips ability to 
consume. 

If this is true, he observed, we 
should act quickly to reduce taxes 
on individuals, so that we expand 
their ability to buy. 


Tax Revision Goes On . . This 
uneasiness over the business situa- 
tion has complicated immeasurably 
the Congressional decisions on a tax 
program for 1954. Congress is de- 
termined to go ahead with a tax 
revision bill, including a provision 
for liberalized amortization of new 
industrial plant and equipment. In 
addition it has intended to reduce 
excise taxes on consumer goods and 
services, particularly in the appli- 
ance, entertainment, transportation 
and communication fields. 

The tax debate took a dramatic 
turn, however, when Sen. Walter 
George (D., Ga.), one of the most 
highly regarded conservatives in 
Congress, turned up with a bill to 
raise individual exemptions * from 
$600 to $800 in 1954 and $1,000 
thereafter. 

Other Democrats, who 
find Senator George at their side on 
economic issues, rallied ‘round and 
cheered, for this was much more 
than a_ political maneuver. For 
years, Senator George has_ sup- 

Continued on page 26 
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How to Bait a Mousetrap. . 


For years we have heard about “building a better 
mousetrap.’’ Now we would like to add a brief trib- 
ute to the BAIT: 

Nobody, not even a mouse, will beat a path to your 
door unless you BAIT the trap. In advertising, the 
bait is equally important. You may have a proposition 
that’s too good to miss. Yet, without a lure to tempt 
the quarry, chances are you won’t even get a nibble. 

In the first place, it’s well to remember that almost 
nobody stands in line to read your ads. The prospect 
is just too busy, the demands on his time are too 
great. He buys a publication because it either enter- 
tains or informs him, but his reading time is limited 
too. And he’s a rare case that buys a publication just 
to read the advertising. 

Remember: you (like hundreds of other advertisers) 
paid to get in—he didn’t invite you. You can’t make 
him read your ad, any more than you could chase a 
mouse into a trap. You’ve got to dure him in, and 
that’s precisely what Advertising Art is supposed to do. 

Art is the bait—it induces the prospect to stop and 
look, to see what you've got to offer. Art is involved 
in evervthing that appears on the printed page, but 
especially it concerns the following: 

Overall Layout—or how to organize all the elements 
of your message into a form that yells STOP! when 
the prospect sees it. Visualize the average reader leaf- 
ing through the average publication. He’s a moving 
target—to catch him, you must first bring him to a 
stand-still. Duck-hunters use decoys, mousetraps use 
cheese, and advertisers use Layout. 

Illustrations—In this business, there’s no guarantee 
that one picture is worth a thousand words. The cus- 
tomer usually needs to know more about a product 
than one picture can tell him. But the picture should 


tell him as much as possible. 


Cartoons, photographs (retouched only when nec- 
essary), exploded drawings, sketches—whatever its 
nature, the illustration has a job to do: it should 
arouse interest and if possible, tell a story. The ¢deal 
illustration is the one in which the reader can quickly 
identify himself. That’s half of the battle of getting 
across the story of ‘““What’s in it for me?” With the 
right picture, he’s in it already. 

Type—Readability is a big attraction here. But 
type should be considered in relation to the layout it 
is working with. Type is an integral part of good lay- 
out; it should fit the tone of the layout. Every type 
face has a character of its own—character that can 
reflect the character of your product, of your in- 
stitution. 

Good art makes advertising easy on you and your 
prospect. Easy on you, because you attract the pros- 
pect, put him in a receptive frame of mind. Easy on 
him—because the ad interests him, is easy to read, 
easy to understand, and easy to believe. 

In a word, the bait makes it easy to catch the 


mouse. What happens to him then is up to the trap. 
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“Civil Engineers 
spend $6 million 
to keep 
San Franciscans 
from going 
over-the-hill !” 


Says Ralph G. Wadsworth, M. ASCE, 

City Engineer, San Francisco, Calif. 
“Downtowners driving to the Gold- 
en Gate Bridge no longer need scale 
dangerous Russian Hill, thanks to 
the Civil Engineers who built San 
Francisco’s new twin-bore Broad- 
way Tunnel. From the first topo- 
graphic survey to the last place- 
ment of concrete, Civil Engineers 
have been in complete control of 
this 6 million dollar construction 
job. In their various capacities as 
planners, supervisors and contrac- 
tor executives, Civil Engineers are 
the major influence in the purchase 
of construction materials and equip- 
ment.” 


Only CIVIL ENGINEERING 
alone can sell 
37,000 Civil Engineers. 


Here’s why: 


BB civit ENGINEERING is the only national 
periodical published exclusively for Civil 
Engineers. 

90% of CIVIL ENGINEERING’s 37,000 
readers have met the rigid education and 
experience requirements for membership 
in the American Society of Civil Engineers. 


EE Civil ENGINEERING’s authoritative edi- 
torial content is written by top-flight en- 
gineers actively engaged in important 
projects. 


Brigh reader interest produces results — 
36,715 inquiries from one issue alone. 


BB Advertisers pleased — 91% of 1952's ad- 
vertisers were back again in 1953. 


Engineers are educated 
: to,specify and buy! 


CIVIL : 
ENGINEERIN 


The Magazine of Engineered Construction 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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Washington 


ported those who called for “hard 
dollars” and “balanced budgets.” 
On this occasion, however, when 
Sen. Ed Martin (R., Pa.) warned 
that a $5 billion tax cut should wait 
until the federal budget is in bal- 
ance, Senator George replied with- 
out hesitation, “The government 
will lose more than $5 billion if 
widespread unemployment sets in.” 


Business Census Uncertain . . 
With members of Congress eagerly 
scanning their newspapers for clues 
to the business situation, this would 
seem to be a particularly fortunate 
time for Secretary of Commerce 
Sinclair Weeks to drive home the 
importance of an emergency appro- 
priations for censuses of business, 
manufacturers and mineral indus- 
tries covering 1954. 

The secretary already has let it 
be known that the administration 
feels the benchmark studies ought 
to be made. But his initial discus- 
sions with members of the House 
Appropriations Committee were far 
from encouraging. Committee mem- 
bers express willingness to go along 
on “current” reports which point up 
week-to-week changes in business 
conditions. But they showed little 
interest in the full-scale censuses, 
“which are outdated before they are 
issued.” 

Secretary Weeks will be back be- 
fore Congress in the next few weeks, 
however, in a determined effort to 
get about $13,000,000 for his eco- 
nomic censuses. His problem is to 
convince members of the appropria- 
tions committee of the fact that 
week-to-week statistics lose their 
meaning unless there is an occa- 
sional “benchmark” to check their 
accuracy. 


Mild Postal Rate Boost... As it 
emerges from the House Post Of- 
fice Committee the postal rate in- 
crease bill is about as mild as any- 
thing of that kind could be. By 
raising the letter rate to 4c and 
the airmail rate to 7c it attempts 
to bring in a maximum of revenue 
with the least possible pain to any 
single individual. While publishers 
are asked to take a series of three 


annual 10% increases on second 
class rates, the first increase would 
not be effective until a year from 
this April. 

Probably the most remarkable 
section of this bill is the section on 
third class. Here the House Com- 
mittee contrived a remarkable ger- 
rymander, which raises the rate on 
greeting cards and _ unaddressed 
“householder” mail, but retains the 
144c piece rate on circular matter 
mailed in bulk. Some members of 
the House Committee predict this 
third class section will be revised 
if the bill passes the House and gets 
reported by the Senate Committee. 


Foreign Trade Pro and Con. . 
The changing business situation will 
also be a factor influencing the out- 
come of congressional debates over 
any foreign trade policy which the 
administration adopts. Being inter- 
nationalists at heart, the president 
and his advisors hoped to develop 
policies which would encourage an 
international 
trade 


even freer flow ot 
trade than the 
treaty program they inherited from 
the Democrats. The special com- 
mission under Clarence Randall, ap- 
pointed by the president to frame 
this trade policy, proposed a sys- 
tem which would reduce tariffs by 
about 15%. But the Commission 
split into fragments, with congres- 
sional members filing protectionist- 
minded dissents. 

Some indication of the pressures 
that are felt by members of Con- 
gress can be sensed from a recent 
meeting of the machine tool indus- 
try at the Department of Commerce. 
Backlogs of orders for metalwork- 
ing equipment have declined to the 
point where the industry is per- 
mitted to sell more than half its 
production to non-defense indus- 


reciprocal 


tries. 

Recently the machine tool people 
told the Commerce Department 
their industry will be badly injured 
if the government leases any of its 
machine tools for uses on anything 
other than defense work. The in- 
dustry also protested that the gov- 
subsidizing foreign 
competitors, particularly in West 
Germany.” It claimed West Ger- 
many has more than 1,000 machine 
tool builders, as compared to only 
300 to 400 in this country. ® 


ernment “is 





MASS Produclons Qun Magazine 


As Mass Production goes, so goes America 


Are You Puzzled? 


If you ever wonder how mass production differs from all other 
metalworking, here’s an easy answer — three big examples are auto- 
motive products, household appliances, and electronic devices. Like all 
mass produced products, these are made by high volume, continuous, repeti- 
tive manufacturing. And only PRODUCTION magazine is read by 24,643 
known buying influences in rich, dynamic, big-buying 
mass production alone. 


PRODUCTION 





BRAMSON PUBLISHING COMPANY, Birmingham, Michigan 
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A 


news 


of industrial sales and advertising 


Says industry flubs research 


Claims industrial firms skip 
market study opportunities 
consumer field doesn’t have 


® cHicaco . . Industrial advertisers 
should take some tips on marketing 
research from the consumer field, 
according to a member of a Chicago 
research company. 

Robert J. Lavidge of Elrick, La- 
vidge & Co., told a meeting of the 
Chicago chapter of the American 
Marketing Association, that sales 
and advertising executives are 
“overlooking opportunities for 
worth while research in industrial 
marketing.” 

He said consumer goods fields use 
market research much more exten- 
sively than industries, yet “the in- 
dustrial field has a ready made op- 
portunity to do very careful sam- 
pling” through customer lists, which 
consumer goods sellers do not have. 

Mr. Lavidge listed these oppor- 
tunities for research by industrial 
companies: 

1. Estimating long term 
prospects (10 to 20 years). 

2. Studying opportunities for new 
products. 

3. Studying opportunities of a 
firm expanding to a new field. 

4. Using data” 
information gathered outside the 
company’s own sales records. 


sales 


“secondary 


5. Preparing an over-all “master 
marketing” plan. 

6. Evaluating cusiomer relations 
activities. 

Robert F. Elrick, the other half of 
the Elrick-Lavidge research team, 
told through examples of actual 
research programs, how competent 
researchers could find nearly exact 
answers to questions posed by the 
first five of Mr. Lavidge’s six points. 

Mr. Lavidge said that customer 
relations activities “are a direct 
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3-D on Four Wheels . . A mobile 
three-dimension movie theater is promot- 
ing sales for Cincinnati Lathe & Tool Co. 
The new, specially-built coach with a crew 
of four and an audience capacity of eight 
is touring major industrial centers to 
show a 3-D film to metalworking men 
warning that more than half the nation’s 
machine tools are over ten years old and 


should be replaced. 


carryover from the consumers goods 
fields” and that forward-looking in- 
dustrial companies are following the 
lead of the consumer field. 

He said research is necessary to 
find what customer relations activi- 
ties are “really important.” 

“A lot of people are spending a lot 
of money on worthless activities,” 
Mr. Lavidge said. 

He said that researchers can find 
the person who really influences pur- 
chases, talk to him and learn which 
customer relations activities work. 

One unusual source of informa- 
tion overlooked by most industrial 
companies conaucting a_ research 
program, Mr. Lavidge said, is the 
companies’ competitors. 

“You’d be amazed at what you 
can learn from competitors,” he 
said. “And often they are proud to 
talk of their business.” 

Mr. Lavidge left no doubt that 
he believes industrial marketing re- 
search is the coming thing. 

“There are really wonderful op- 


portunities for industrial research 
now,” he said. “And you're even- 
tually going to have to go into them 
whether you want to or not, because 
if you don’t your competitor will.” 


Are chemical catalogs valuable 
media? Survey gives answer 
® PHILADELPHIA .. A survey shows 
that directories and catalogs in the 
chemical process field are well read 
by persons of influence in that field. 

The survey was conducted by 
Alderson & Sessions, independent 
Philadelphia research firm, for the 
Association of National Advertisers. 
Its purpose was to determine 
whether chemical reference books 
were valuable as advertising media. 

The pollsters received answers 
from 1,055 persons in the chemical 
industry. Nearly two-thirds of the 
replies came from men in research, 
purchasing or administration. 

Specifically, the survey studied 
readership of three publications: 
Buyers’ Guide of Chemical Week, 
McGraw-Hill; Chemical Materials 
Catalogue, Reinhold Publishing Co., 
and Oil, Paint & Drug Reporter 
Green Book, Schnell Publishing Co. 

The survey showed that 84% of 
the respondents used one or more of 
the reference books. 

The survey also showed the books 
were used often the Buyers’ 
Guide an average of five times a 
month, Chemical Materials Cata- 
logue three times a month and the 
Green Book five times a month. 


$500 to Marsteller man making 
top contribution to advertising 

® cHIcAGO . . Marsteller, Gebhardt 
& Reed, Chicago advertising agency, 
has announced it will award a spe- 
cial $500 bonus to a member of the 
organization who makes the most 
useful contribution to advertising or 
marketing during 1954. 

Agency president William A. 
Marsteller said speeches, published 
articles or published research by 
agency employes will be considered 
fot the award, the purpose of which 
is “to get members of our organiza- 
tion who are doing good things in 
the fields of advertising and mar- 
keting to take time out to put them 
down on paper.” 

“We believe this serves the two- 
fold purpose of being good business 
for our own agency and being good 

Continued on page 30 





LOOK INTO THE 


FUTURE-—-LOOK INTO PETROLEUM PROCESSING 


tomorrow comes every day... 


Petrochemicals, the fast 
growing offspring of the world’s 
fastest changing industry, will 
make a tremendous new market 
for all process equipment in 
the next ten years. Write for 
free plant directory and market 


information. 


PETROLEUM 
PROCESSING 


.--in petroleum processing. Planning 
tomorrow's plant is the everyday 
routine—not just a research and de- 
velopment department function. In 
this industry everyone is a “planner”. 
From the maintenance foreman plan- 
ning the next big “shut-down” to the 
process designers working on an en- 
tirely new “cracker” it is tomorrow’s 
equipment that is important. 

To keep ahead with new fuels and 
lubricants for such fast moving mar- 
kets as automobiles, aircraft, diesel 
locomotives, farm tractors and auto- 
matic home heating and at the same 
time build the petrochemical inate- 
rials for whole new industries like 
plastics, synthetic fibers, detergents, 


farm chemicals and synthetic rubber 
makes PETROLEUM PROCESSING AN 
INDUSTRY CONSTANTLY BUILLD- 
ING A NEW PLANT. Three year 
“pay-offs” are common. 

The men who are thinking of to- 
morrow’s new plant or tomorrow’s 
maintenance shut-down are the read- 
ers of Petroleum Processing. They ex- 
pect and get new ideas on processes 
and plant improvements first from 
the editors of Petroleum Processing. 
To get your equipment or material 
into refineries and petrochemical 
plants advertise to the men who are 
thinking of the time when they can 
make use of your product to improve 
the refinery of tomorrow. 


PETROLEUM 





PROCESSING 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 








ELECTRICAL 
ENGINEERING 
Has 

The Largest 
Circulation 


of any technical 
Publication 

in the electrical 
field. 


More than 


594,000 


Circulation 


At the lowest page rate 
per thousand 


Published for more than 
70 years, Electrical Engi- 
neering has the prestige to 
deliver your story direct to 
Key Executives and top 
flight Engineers. 


Write or wire for 
Complete information 


FLECTRICAL 
ENGINEERING 
Suite 13, Lower Level 


500 FIFTH AVENUE 
NEW YORK 36, N. Y. 
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for advertising generally,” Mr. Mar- 
steller said. 

board has_ been 
named to judge entries. Judges are 
Frederic R. Gamble, president, 
American Association of Advertis- 
ing Agencies; G. D. Crain Jr., pub- 
lisher, INDUSTRIAL MARKETING, Ad- 
vertising Age and Advertising Re- 
quirements, and C. B. Larrabee, 
publisher, Printers’ Ink. 


A three-man 


Exporter asks government aid 
for Americans in foreign trade 

® cHicaco .. A heavy equipment 
exporter says government 
should take action to help American 
companies meet overseas competi- 
tion of European manufacturers 
who are given extensive aid by 


our 


their governments. 
Walter Pfeifer, 


Engineering Equipment 


vice-president, 
Co., Chi- 
cago exporter of heavy construction 
and railway equipment, told a meet- 
ing of the Export Managers Club 
of Chicago that 1954 “looks like a 
good year” for export of American 
manufactured goods if foreign fi- 
nancing can be solved. 

The federal should 
take a hand in finding that solution, 
Mr. Pfeifer said. 

Mr. Pfeifer said several European 
countries exporters by 
underwriting long term loans so the 
offer 


their overseas customers 


government 


“subsidize” 


companies can easy credit 
terms to 
and by other devices, such as pay- 
ing the cost of sending consulting 
engineers to customer countries and 
paying for transportation of equip- 
ment sent to overseas exhibits. 

Germany is especially active in 
this respect, Mr. Pfeifer said. 

He said the federal Export-Import 
Bank should extend similar aid to 
American exporters by guarantee- 
ing long term loans made by private 
banks for the purchase of American 
goods by foreign companies. 

Mr. Pfeifer said in general Amer- 

better than 
competitively 


ican equipment 


and 


was 
European was 
priced. 

“But “The 
problem of financing is more im- 
portant than price and we must find 
the means of financing those sales.” 


right now,” he said, 


Yale & Towne European account 
goes to French agency 

® PARIS A French agency, 
Agence MAP of Paris, has been ap- 
pointed European advertising and 
public relations representative for 
Yale & Towne Mfg. Co., New York. 

The agency is headed by Phillipe 
R. Fenwick, who went to the United 
States for a six- 
week study of 
Yale & Towne 
operations. 

Philip B. Niles, 
Yale & Towne 
vice-president 
said the appoint- 
ment of a Euro- 
pean agency “is 
part of Yale & Towne’s current pro- 
gram of expanding its international 
marketing of industrial fork lift 
trucks and other Yale materials 
handling equipment.” 

Yale & Towne has divisions in 
Great Britain and Germany and 
licensees in France, Italy, Spain and 
Denmark making materials han- 
dling equipment. 


Fenwick 


The French agency will handle 
Yale & Towne’s advertising, promo- 
tion and public relations in France, 
Belgium, Switzerland, Italy, Scan- 
dinavia, Holland, Spain, Portugal 
and North Africa. 


More industrial advertisers 
turn to match books 

® NEW york .. More industrial ad- 
vertisers than ever are using match 
books as a medium, the Match In- 
dustry Information Bureau has an- 
nounced. 

The bureau said that 300,000 com- 
panies used match books for pro- 
motion in 1953, a 19% increase over 
1952, and credited part of the gain 
to greater use of match books by 
industrial advertisers. 


Direct mail sets record in ‘53, 
tops ‘52 mark by $85,304,850 

® NEW YORK Money spent for 
direct mail advertising in the U. S. 
hit a new high during 1953, the 
Direct Mail Advertising Association 
reports. 

The association estimated Amer- 
ican businesses spent $1,256,393,834 
on direct mail in 1953, topping the 
previous record of $1,171,088,984, 
set in 1952, by 7.9%. 


Continued on page 32 





From the rattle of dishes out in the kitchen, we'd 
say .. . about six-thirty in the evening. More im- 
portant, it’s time for you to make a sales call behind 
a door your salesman can’t open. 


This production executive . . . one of thousands of 
plant managers, master mechanics, superintendents, 
general foremen and the like . . . spends every 
minute on top of his job. Because he’s “in” on 
buying decisions, he must keep up with new tools, 
equipment and processes. 


That’s why MODERN MACHINE SHOP has be- 
come one of his favorite ‘carry home packages.” 
He finds it just as easy to read as to carry. He obtains 
quick, capsule information from detailed articles 


Ready Now! .., your copy of “High. 
way to Metalworking,” comprehensive, 48- 
page study of market and media facts. Write 
today. 


on unusual and interesting plant production opera- 
tions . . . and from regular features like “Modern 
Equipment at Work,” “Ideas from Readers,” 
“News of the Industry” and ‘New Equipment.’’ 


When you ue MODERN MACHINE SHOP you 
address a most receptive audience . . . biggest by 
far in the entire metalworking industry. It has a 
circulation of more than 43,000 and a pass-along 
readership many times as big. It’s plant circulatior 
alone . . . 30.000 plants receiving one or more 
copies . . . is larger than the /ofa/ circulation of 


many leading metalworking publications. 


For maximum readership and results, put your 


money where your market is... in 


MODERN MACHINE SHOP 
431 Main Street 
Cincinnati 2, Ohio 





In 21 of the nation’s most 
important industries, the 


mechanical market begins and 


ends with mechanical engineers. 


These men are qualified by 


education and experience to 
specify and buy. In varying 


degrees they control the 


(im he V V S . . begins on p. 28 


It’s the powerful new 1954 


with the nationally famous Built-in Weather Bureau! 


Fedders is First to Cool anc! Heat Autornatically 


3-D Plus .. A 3-D picture in color is printed on a (paper) phonograph record in this 


ad for Fedders-Quiqan Corp., Buffalo, N. Y., in Institutions. 


forated circle and its sales message is 


| Collaborative industrial ad 
| by four firms tells atom story 


Four industrial firms in diverse 


| but related fields have collaborated 


| to tell, 


| velopment 


through advertising, the 
story of how they helped the de- 


of the atomic energy 


| program. 


purchase of materials, equipment 
and services that are utilized 


within their vast plants. 


MECHANICAL ENGINEERING iS 
the one publication that sells 
35,000 mechanical engineers 


exclusively, in industry 


after industry. 


Engineers are educated 
to specify and buy. 


MECHANICAL 
ANG@INSINING 


Published by 


THE AMERICAN SOCIETY OF 


MECHANICAL ENGINEERS 





New York 18, N. Y. 


oS 


29 West 39th Street @ 





al 
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A five-page insert in the January 


| issue of Fortune is one of the first 


examples of collaborative advertis- 
ing in the industrial field. General 
magazines have carried similar, col- 


| laborative ads by food manufactur- 


| ers. 


The companies whose story is told 
in the ad were Mallinckrodt Chem- 


| ical Works, St. Louis; Singmaster & 
| Breyer, New York, Blaw-Knox Co., 


Pittsburgh, and Wigton-Abbott 
Corp., Plainfield, N. J. 

The insert really is four separate 
ads, one telling how Mallinckrodt 


| solved the problem of quantity pro- 
| duction of pure uranium oxide, the 


| 





second telling how Signmaster & 
Breyer designed facilities for pro- 
duction of pure uranium metal, the 
third telling how Blaw-Knox de- 
signed additional facilities for ex- 
panding uranium production and 
the fourth telling how Wigton-Ab- 
bott designed facilities for the pro- 
ducing uranium tetrafluoride. All 
were key factors in atomic energy 
development. 


imparted . . 


The record tears out of per- 
via any 78 r.p.m. phonograph. 

The ads are tied together by rep- 
etition in each of “Project 42-17,” 
the Atomic Energy Commission’s 
designation of the uranium project. 
The theme of all the ads is team- 
work. 

Three agencies produced the ads 
. . Fred Smith & Co., New York, for 
Mallinckrodt and for Singmaster & 
Breyer; Ketchum, MacLeod & 
Grove, Pittsburgh, for Blaw-Knox; 
and Bozell & Jacobs, New York, for 
Wigton-Abbott. 


‘Plan not to plan’ until ‘54 
taxes set, Kobak warns 


® CINCINNATI .. A tax expert warns 
business and industry to “plan not 
to plan” during 1954 until the new 
federal tax structure is decided. 
James B. Kobak of J. K. Lasser 
& Co., New York accounting firm, 
told the Advertisers’ Club of Cin- 
cinnati to make no major decisions 
until the 1954 tax law has passed. 
He cited the proposed liberaliza- 
tion of depreciation as an outstand- 
ing reason to wait for Congress to 
act. He said faster depreciation is 
under consideration, hence “it 
would certainly be foolhardy for 
business to make any decisions on 
leasing machinery or equipment. 
Higher depreciation might make it 
more advantageous taxwise to buy.” 








PENNSYLVANIA 





TV ANNSGAGONEAANIANSNOINAT 





























A LOOK INSIDE 


\ 
i A TYPICAL 


INDUSTRIAL MARKET Him 


—_—___———_> 








-——— 


| INSIDE PHILADELPHIA AND THE DELAWARE VALLEY 


i 
4s 








How your product can get its share of this rich market 


Long a key industrial market, America’s third 
largest city now has an even greater dimension: 
the Delaware Valley. In the 60 miles from Trenton 
to Wilmington along the Delaware River, the Dela- 
ware Valley is booming day and night. Products 
and processes of every description are being pur- 
chased in huge quantities. Fully 87 per cent of all 
industries classified by the U. S. Bureau of Census 
are represented with plants in the eight-county 


metropolis. Your product can get its share of this 
rich market by reaching and influencing the men 
who specify. These are the tool engineers — the 
men who plan and equip the processes of manu- 
facture in big booming markets like the Delaware 
Valley as well as in typical smaller areas like that 
of Evansville, Ind. The role they play in the “big 
markets” is typified by a look inside 27 typical 
plants of the Delaware Valley. 


American Engineering Co. 
American Pulley Co. 
Baldwin-Lima-Hamilton Corp. 
Budd Co. 

Cochrane Corp. 

Crown Can Co. 

Disston & Sons, Inc., Henry 
General Electric Co. 
International Resistance Co. 
1. T. E. Circuit Breaker Co. 
Kaiser Metal Products 
Leeds & Northrup Co. 
Link-Belt Co. 

Lukens Steel Co. 


Minneapolis-Honeywell Regulator Co. 


Brown Instruments Div. 
New York Shipbuilding Co. 
Philadelphia Gear Works, Inc. 
Philco Corp. 

Piasecki Helicopter Corp. 
Proctor & Schwartz, Inc. 

S. K. F. Industries, Inc. 
Standard Pressed Steel Co. 
Stokes Machine Co., F. J. 
Westinghouse Electric Corp. 
Wilkening Mfg. Co. 

Yale & Towne Mfg. Co. 
Yarnall-Waring Co. 








Industrial stokers 

Power transmission & materials handling equipt., presses, metal specialties 
Locomotives (steam, electric & Diesel) 

Automobile bodies 

Water conditioning equipt. 

Metal containers 

Saws, files, tools, steel specialties, armor plate 

Switchgear 

Electrical devices (resistors 

Electrical equipt. 

Porcelain enamelware, metal stampings, airframes 

Electric measuring instruments, automatic controls, heat treating furnaces 
Power transmission equipt. 

Steel plates 

Electronic, electrical and mechanical instruments 


Shipbuilding 

Power transmission equipt., controls, couplings 
Television, radios & refrigerators 
Helicopters 

Drying machinery (textile, commercial) 
Roller & ball bearings 

Industrial fasteners, steel shop equipt. 
Industrial machinery 

Steam & gas turbines, condensors 
Piston rings 

Materials handling equipt. 

Steam plant equipt. 
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* Members of the American Society ef Tool Engineers. 
Source: Chamber of Commerce of Greater Philadelphia, Industrial Department. 
Note: Typical metalworiing plants only are listed; however, you'll find tool engineers in all types of industry in the Walley, as you will everywhere else. 





Everywhere—you reach these 
men with THE TOOL ENGINEER 


Every month the 26,000 members of the 
American Society of Tool Engineers go inside 
their own magazine— THE TOOL ENGI- 


NEER — in an inquisitive, receptive frame 


TA Pitty | 


Fngimeer 


of mind. They’re in search of better ways, 
better products to do their many jobs more 
effectively. Call in THE TOOL ENGINEER 
representative in your area for all the facts 
about this fast-growing magazine and the men 
it reaches. 


Publication of the American Society of Tool Engineers 
ASTE Building, 10700 Puritan Avenue, Detroit 21, Mich. 
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Mr. Kobak said plans for capital 
improvements, too, would depend 
upon the future depreciation policy. 
He said that Congress might com- 
promise on a date for starting rapid 
depreciation. 

“No business man would want to 
invest heavily in capital assets dur- 
ing the first half of the year, only 
to find that Congress had compro- 
mised on July 1 for initiating rapid 
depreciation,” Mr. Kobak said. 

“So all you can do is plan not to 
plan,” he added. 


130 business directories 
in 50 fields listed 
@ NEWARK, N. J. . . The Newark 
public library has compiled a three- 
part list of 130 business directories 
in 50 classifications, including bio- 
graphical, publication, manufactur- 
er, organizational and general di- 
rectories. Some other classifications 
are aviation, building, chemical, 
coal, glass, iron and steel, mines, oil, 
plastics, rubber and water trans- 
portation. 

The lists are available for 50 
cents. 


How do you work with a printer? 
Get him into planning stage 

@ MILWAUKEE .. A printing expert 
says closer cooperation with the 
printer will bring top value for the 
printing dollar spent by advertisers 
and agencies. 

He is Frank P. Spalding, vice- 
president, Stewart & Fryer, Inc., 
Chicago printing company, who 
spoke at a meeting of the Milwau- 
kee Industrial Marketing Associa- 
tion. 

Mr. Spalding cited higher print- 
ing costs as one reason fcr seeking 
economies. And he said such econ- 
omies can be effected without harm- 
ing an advertising or sales promo- 
tion program. 

He urged advertisers to choose a 
“modern printer” . . one who un- 
derstands good typography . . to 
call him in for a conference when- 
ever anything new is planned “so 
he will feel he is part of your or- 
ganization,” to give the printer 
plenty of advance notice on any job 

Continued on page 34 
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Want to know how 
to make people enthuse 
about your product? 


The method is described in 
S.D. WARREN COMPANY'S 
March message. 


BY-1-) 


THE SATURDAY EVENING POST 
for March 13, 


U.S. NEWS & WORLD REPORT 
for March 19, 


BUSINESS WEEK 
for March 20. 
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If You Want fo Sell 


Manufacturers of Lumber @ Plywood and Ve- 
neer @ Wood Containers @ Furniture @ Mill- 
work @ Flooring @ Prefabs @ Other Wood 
Products @ Large Industrial Wood Users 


Use this fast-growing A.B.C. 
book and get coverage where 
it counts 


WwooD 


and 


Wood 
Products 











Net paid circulation up 


13.7%" 


The new WOOD & WOOD PRODUCTS is 
really going over in the $9 Billion Forest 
Pr — ts Indu being bou ght and 
read b ore re top management 
and Production | executives because its dy- 

1 content shows them pract 

ys to more ellicient, pr 

them abreast of 

and developments 


& WOOD 
s its out- 


i Ss. 1 na remember 
th QU ALI ¥a COVERAGE! WOOD & 
WOOD ‘PRODUCTS readers have the _—- 
ity—and the money— ~to buy what j 
to sell. Readers are responding, t 
ine advertiser likes— qual ity inqu 
nga nt € ying interest 


W/WP Delivers All This 


1. Concentrated coverage of the larger op- 
erations—the 28% who produce 88% of the 
total industry output. 

2. High readership among TOP EXECUTIVES 
who specify purchases of products, equipment 
or services used in the manufacturing, process- 
ing and handling of lumber, plywood, veneer, 
hardboard, furniture and hundreds of wood 
products. 

3. Planned editorial content that accents 
streamlined plant layouts, modernization of 
production equi and y, better 
management and marketing methods. 
4. An dience thot's conditi d and ready 
to buy. 


If you haven't seen the new WOOD & WOOD 
PRODUCTS, write for a sample copy today. 
=| for facts about the huge market cover ed 
WOOD & WOOD PRODUCTS, ask for our 
Market Data File including a recent reader- 
ship report 
“Based on publisher’s statement for six 
months ending December 31, 1953 


WwooD 
& WOOD PRODUCTS 
@® A VANCE PUBLICATION @ 


139 No. Clark St. ° Chicago 2, Ill. 








Phone: Financial 6-5380 
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and avoid “last minute surprises’ 
that cost more in overtime and in 
loss of quality, and to tell the print- 
er if “you have to meet a limited 
budget.” 

“If these suggestions are followed, 
you will get not only the utmost for 
your printing dollar but more re- 
sults for your efforts,” Mr. Spalding 
said. 


Burns of ‘Mill & Factory’ 
heads Cleveland T-F Club 

® CLEVELAND .. Richard C. Burns of 
Mill & Factory, Conover-Mast Pub- 
lishing Co., New York, has been 
elected president of the T-F Club 
of Cleveland. 

Jack W. Walton, Machine Design, 
Penton Publishing Co., Cleveland, 
was elected first vice-president; 
Jack C. Hildreth, Commercial Car 
Journal, Chilton Publishing Co., 
Philadelphia, second vice-president, 
and William H. Benagh Jr., Con- 
over-Mast Purchasing Directory, 
secretary -treasurer. 


Reinhold launches new paper, 
‘Automatic Control’ 

® NEW YORK A new business 
publication, Automatic Control, will 
be launched within several months 
by Reinhold Publishing Corp. 

The publication, which will cover 
the mushrooming field of automatic 
control, is the first new publication 
started by Reinhold since it intro- 
duced Materials & Methods in 1929. 

John Diebold, consultant and 
writer in the field, will be editor and 
associate publisher. Edward J. Fre- 
gan, former Chicago district man- 
ager of Chemical & Engineering 
News, will be advertising sales 
manager, and John Carlin, circula- 
tion manager of Materials & Meth- 
ods and Progressive Architecture, 
will direct circulation. 

Fred P. Peters, vice-president and 
secretary of Reinhold, will be pub- 
lisher of the new publication. 

Research on it, Reinhold an- 
nounced, began a year ago and 
showed that the total annual value 
of automatic control equipment 
would exceed $3 billion in 1954 and 
would continue to expand. 


Advertiser Changes. . 


Gardner 


Nathan A. Gardner . . has been named 
manager of air conditioning and refrig- 
export department, Worth- 
He has been 


eration sales, 
Corp., Harrison, N. J. 
with the company since 1945. 


Richard M. Baker . . has advanced from 
publicity manager to advertising and sales 
promotion manager, Ansul Chemical Co., 
Marinette, Wis. He has been with Ansul 
Brad Sebstad has been ap- 
licity and publications man- 


six years. 
pointed 
ager at Ansul. Mr. Sebstad is president 
of the Wisconsin Industrial Editors Asso- 
ciation. The company has appointed 
Kenyon & Eckhart, New York, to handle 
its advertising. The former agency was 
J. A. Carmack Co. 

Jack W. Watson . . former assistant to the 


yice-president and general manager, 
Kaiser Aluminum & Chemical Corp., Oak- 
land, Cal., has been appointed director of 
public relations and advertising. 

Philip B. Hoppin . . former supervisor of 
advertising and sales promotion, General 
Electric Co.’s Air Conditioning Division, 
home heating and cooling and commercial 
products departments, Bloomfield, N. J., 
as been named manager of advertising 
and sales promotion for the entire division. 
Fred F. Roehll . 
Eutectic Welding Alloys Corp., 
N. Y., has been named vice-president in 


- national sales manager, 
Flushing, 
charges of sales. 

David B. Orcutt, Jr... has been appointed 
assistant sales manager for the Richmond, 
Va. sales district of Hinde & Dauch Paper 
o., Sandusky, O. 


Harry W. Crank .. chief engineer of the 
Trailmobile plant in Springfield, Mo., has 
been named to manage tank-trailer sales 
for Trailmobile, Cincinnati, O. 


Harold R. Kelly . . has been appointed 
sales manager of Pedrick piston rings for 
the industrial division of Wilkening Mfg. 
So., Philadelphia. 


Westinghouse Air Brake Co. . . Wilmerd- 
ing, Pa., has formed a new international 
Continued on page 36 
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TO HELP YOU EVALUATE 


your advertising expenditures 
he sure to get copies of 
PD&D’s Latest Research Findings 


52-page “Marked-Up” copy of PD&D 

June 1953 issue showing actual number 
of requests from Reader-Service Cards for 
additional product information on each ad- 
vertised product and editorial item. Shows 
that all the advertising was read, shows what 
interested readers most, editorial items as 
well as ads. Demonstrates that PD&D’s 
Reader-Service saves time by providing a 
method which thousands of product design- 
ers and engineers need-&-use as the quickest 
means of obtaining information about devel- 
opments in their field. 
































4-page reprint shows what advertising in- 

fluences Design Engineers—‘‘New Reader- 
ship Study Licks Variables, Gives Data on 
Ads” by H. G. Sawyer, Vice-Pres., James 
Thomas Chirurg Co. (from Industrial Mar- 
keting, Sept. 52). This valuable study ana- 
lyzes advertising results from PD&D and 
° answers such down-to-earth questions as: 
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC “What to put in an ad illustration? How big 
to make it, how many to use? Where to put 


. rf ry headline? What kind of message to use if you 

With the accent again on sales, a quick want more inquiries!” " 
’ 8-page book—“‘Additional Tangible Evi- 
glance at the above chart of PD&D’s dence that INDUSTRIAL ADVERTIS- 
or 1S wor mgpe: based on continuing apd 
me 4 - * ‘ and analysis of 3,978 reader-service cards re- 
advertising space gains* will tell you why turned from PD&D June “62 issue—requests 
for additional product Png goa from 
1 i 1 PD&D readers. Reveals that 92% come from 
we are once again doubling our office space. fee, eee ae da 
rated companies are 4A. “What do they 
READ?” and ‘“‘What interests them MOST?” 
—both ads and editorials by subject, revealed 
in analysis of 10,554 reader-service cards. 
This helpful book also contains composite re- 
ee a ee ee ee sults of 27 surveys telling what happened 6 
months after product designers had requested 

additional data on advertised products. 


ant eagmR — Also Yours For The Asking 
PD&D’s new address: PD&D's MARKET & MEDIA DATA FILE 


prepared in ee ae eee 
mended form: Market, Circulation, Reader- 
216 East 49th Street ship, Editorial, Rates & Specifications, Cur- 


New York ) A N. Y. ‘ rent Data. 
To make it easy for Advertisers 
who want to Buy 


Here’s how one Advertising Executive high- 



































PD&D‘s new telephone number: 
Murray Hill 8-3493 spotted his recommendation: 


“Product Design & Development is recom- 
mended in reaching the Design Field because 
it has the largest circulation at lowest cost— 
plus tangible evidence* that the proposed 
advertising will be read.” 





*March ‘54—Largest ever. Data for your proposal: 
Circulation: 35,000 individually addressed cop- 


‘ ° ies, BPA (formerly CCA). 
Ist quarter 54 anid 1 6% gain. Cost: Flat rate of $150 per 1/9 page unit or 
$1,800 for a 12-time schedule. 
And PD&D continues into 1954 its seven and a half year Ms ae faye wry tinge sary me Boe 
record of always showing gains every month FR See arenee Caley 
Vv corresponding month of the previous year. REPRESENTATIVES 
ans the co -- 6 ho sai tania y NEW YORK * NEW ENGLAND 
CHICAGO * CLEVELAND * DETROIT 
LOS ANGELES * SAN FRANCISCO 
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"lowest cost 


per 
inquiry," 


eovro, 
= / a 


Coupensil.. Mayel..and Counted! 


—_—— has many goals, 
but all will agree that a definite 
response, at a low cost per in- 
quiry, is a mighty satisfying 
result. 

The Wall Street Journal’s 
record of usefulness to adver- 
tisers is the direct result from its 


record of proved usefulness to 
readers. 

Because The Wall Street 
Journal concentrates its total 
facilities on being helpful to 
businessmen, advertisers can be 
confident their choice is a wise 
one. 


CIRCULATION: 258,448 (ABC 6-mths.-average, Sept. 30, 1953) 
THE WALL STREET JOURNAL 


Published at 


711 West Monroe Street 
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SAN FRANCISCO 
Pacific Coast Edition 
415 Bush Street 


DALLAS 
Southwest Edition 


911 Young Street 
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company to coordinate export sales. The 
name of the new company will be West- 
inghouse Air Brake International Co., and 
will be located at 30 Rockefeller Plaza, 
New York. George P. Gregory, Jr.. New 
York exporter, will be president of the 
new company. 


F. C. W. Paton . . has been elected a vice- 
president of Gulf Oil Corp., Pittsburgh, in 
charge of foreign marketing. 


R. E. Fisher . . former general manager of 
the stamping division of Eaton Mfg. Co., 
Cleveland, has been named vice-president 
in charge of sales for the company. 


M. S. McCauley . . has been appointed 
director of business research, Monsanto 
Chemical Co.'s organic chemicals division. 
He replaces William H. Winfield, who has 
become director of marketing research. 
James M. Hughes .. sales development 
manager, Republic Rubber Division, Lee 
Rubber & Tire Corp., Youngstown, O., has 
been appointed manager, distributor sales, 
of that division. 


Kenneth B. Gerrish . . has been appointed 
director of sales and Sidney H. Wilson 
has been named sales manager of Con- 
tinental Can Co.'s new Mills Plastic Pipe 
Division, New York. Both men were for- 
merly president and vice-president respec- 
tively of Elmer E. Mills Plastic, Inc., re- 
cently acquired by Continental. 


John Bullock . . formerly associated with 
Zenith Radio Corp., has been named sales 
manager of the air conditioning and high 
fidelity divisions of Mitchell Mfg. Co., Chi- 


cago. 


Mason Britton, Jr. . . former sales engineer, 
Cincinnati Lathe & Tool Co., has been 
named sales manager. 


David A. Coulter . . formerly with Plomb 
Tool Co., has been named director of sales 
and advertising, Willard Storage Battery 
Co., Cleveland. 


W. E. Hendricks . . formerly assistant to 
the general sales manager, LeTourneau- 
Westinghouse Co., Peoria, Ill., has been 
named domestic sales manager. Lloyd 
Rager, former assistant advertising man- 
ager, has been named sales promotion 


manager. 


L. J. Johnson .. former assistant sales 
manager, Mathews Conveyor Co., Ellwood 
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City, Pa., has been appointed general 
sales manager. 


Colin G. Kennedy . . has been appointe2 
advertising manager, construction machin 
ery division, Clark Equipment Co., Buch 
anan, Mich. George M. Barnard has been 
appointed assistant advertising manager. 
Both men were formerly with Power 
Shovel Co., recently acquired by Clark. 


Edmund J. Fitzmaurice, Jr. . . former su- 
pervisor of railway and motive power 
sales, Electric Storage Battery Co., Phila 
delphia, has been appointed sales engi- 
neering manager and advertising man- 
ager of the industrial division. 


W. J. Ulrich . . senior sales representative 
in the Detroit area for Carborundum Co., 
Niagara Falls, N. Y., has been elected 
vice-president. 


Aigency Changes. . 


Fuehrer-Williams Co. . . Providence, R. I., 
has been named to handle advertising for 
the Hydraulic Products Co., Providence, 
Boston and Philadelphia, and Magic Chem- 
ical Co., Brockton, Mass., manufacturer of 
coatings and sealers. 


James O. Peck . . formerly head of James 
O. Peck Co., industrial sales research and 
sales counsel firm, has joined Reincke, 
Meyer & Finn, Chicago agency. 


Williard R. Ginder, Jr. . . former account 
executive, Fuller & Smith & Ross, has 
joined Harris D. McKinney, Inc., Philadel- 
phia, as an account executive. 


Goold & Tierney . . New York, has been 
named advertising counsel for the area 
development committee of General Public 
Utilities, representing five power and light 
companies in New Jersey and Pennsy] 
vania. 


Ried] & Freede . . New York, has been 
appointed by Dexter Chemical Corp., New 
York, to handle advertising for its chem- 
icals for the textile industry. 


Glenn-Jordan-Stoetzel . . Chicago, has been 
named to handle advertising for Big Joe 
Mfg. Co., Chicago manufacturer of lift 
trucks. Raymond P. Wiggers will be the 
account executive. 


G. M. Basford Co. .. New York, has been 
named by Chicago Molded Products Corp., 
maker of Campco sheets. 


Continued on page 40 








Western highway builders have 
27% more work for ’54 


MOVING MOUNTAINS 1 to build Senet is common practice in the rugged West. 
Guy F. Atkinson Co. have 1,800,000 yards of excavation on this bridge approach 
job near San Francisco. Big yardages mean big equipment, and lots of it! 


State Highway Construction Up 27.2% 

Forecasts for 1954 (See WESTERN CONSTRUCTION, January, 1954) 
indicate a $358 million highway construction program for the 11 West- 
ern States and Alaska . . . a 27.2% increase over '53. Also forecast for 
’54 is a $292 million Federal Aid program, and Forest Highway projects 
totalling $19 million. 


Rich Equipment and Materials Market 

The West’s rugged terrain means heavy cuts and fills, many bridges, tun- 
nels, elaborate drainage structures. Such big yardage, difficult jobs require 
more kinds and quantities of equipment and materials per mile, create an 
extra-rich market for those who go after it. 


One...and only one... publication covers it all— 
WESTERN CONSTRUCTION is read by more Western contractors 
and engineers than any other construction publication . . . national, 
regional or local. It is the only paid circulation publication devoted 
to, and covering, ALL the 11 Western States and Alaska. Put it on 
your national schedule now! 


Be sure this important issue is on your schedule 


WESTERN 
Annual _/ CONSTRUCTION - 
Hig = 
hway = 
Issue \! 


Qut June 1— Closes May 5 \ 
(Regular Rates Apply) RESERVE SPACE NOW 


A KING PUBLICATION 
609 Mission Street, San Francisco 5, California 


King also publishes WESTERN INDUSTRY 
and WESTERN FARM EQUIPMENT 


Call our nearest District Manager and reserve your space TODAY. 


NEW YORK—Richard J. Murphy CHICAGO—A. C. Petersen LOS ANGELES—J. E. Badgiey 
107-51 131st St., Richmond Hill 19 3423 Prairie Ave., Brookfield, Ii. 128 So. Mansfield, . A. 36, Cal 
Telephone JAmaica 9-265! Telephone HUnter 5-0532 Telephone WEbster 8-8512 
CLEVELAND—Clifford E. Beavan SAN FRANCISCO—V. C. Dowdle PAC. N. W.—Arthur J. Urbain 
3307 E. 149th St., Cleveland 20 609 Mission St., S. F., Calif. 609 Mission St., S. F. 5, Calif. 
Telephone SKyline 1-6552 Telephone YUkon 2-4343 Telephone YUkon 2-4343 
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The Carolina Power and Light Company’s Lumberton steam-electric generating 
plant. Completed last year, this is the largest plant in the company’s system. One of 
the largest power companies on the eastern seaboard, Carolina serves an area of 
approximately 30,000 square miles in North and South Carolina. Over 1700 miles 
of high voltage lines and 20,940 miles of distribution lines are used in supplying 
power to about 350,000 customers. 

This company has spent more than $100 million since 1948 for new electric facili- 
ties. The latest addition, now under construction, is a 350,000-kw steam-electric 
plant near Wilmington, North Carolina. 

The Carolina Power and Light Company’s expansion program is typical of what 


power companies throughout the country are doing to meet the demands for more 
power. It is a huge market for the suppliers of materials and equipment. 





Here’s what we mean when we say 


hes 


reaches the key men 


This is a typical example of how your sales story in Electric Light and 
Power reaches the key men in the nation’s leading suppliers of 
electric power. 


Look at the titles of the men in the Carolina Power and Light Company 
who are now receiving this magazine. These are the men who influence 
buying. These are the men you have to sell. 


What is true with this company is true with every other leading sup- 
plier of electric power in the country. Electric Light and Power reaches 
the key men in every phase of the business — the men who will spend 
another multi-billion dollars this year for new construction. 


These are the men who read Electric Light and Power. More than 50% 
of our readers have been reading this magazine for over ten years. It’s 
readership like this that gets sales results for our advertisers. 


To reach the buyers in the electric power industry, put your sales story 
where they will see it — in Electric Light and Power. It is the only 
magazine serving the electric power industry exclusively. The Haywood 
Publishing Company, 22 East Huron Street, Chicago 11, Illinois. 


Who buys YOUR preduct? 

Different groups of key men influence the buying of different prod- 
ucts. And it is seldom the same groups in two different electric power 
supply organizations. Shown below are the number of key men in 
a leading midwestern power company who influence the buying of 
various equipment. These figures do not apply to the Carolina Power 
and Light Company. 


PPA... 5 This information is 


from a buying influ- 
16 ence survey conduct- 
17 Ki ed by Electric Light 
18 y and Power. One of 
18 our representatives 
186 d will be glad to give 
4 you complete infor- 
29 mation about this 
10 survey. 








THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY! 


SALES OFFICES: 


CHICAGO 11, ILL. NEW YORK 17, NEW YORK 
22 E. Huron Street 101 Park Avenue 
WHitehall 4-0868 Murray Hill 3-0256 
Walter J. Stevens J. H. Thomson 

G. E. Williams W. A. Clabault 


CLEVELAND 15, OHIO WEST COAST 


1836 Euclid Avenue McDONALD-THOMPSON 
PRospect 1-0505 San Francisco Seattle 
John E. MacArthur Los Angeles Dallas 





The important thing 
about Fosdick is that 


he is fearless 


Now and then we get a bitter pill from 


John T. Fosdick Associ- 
ates, independent survey 
organization. 

Here’s a capsule: Fosdick asked one of 
our coal-mine-executive-readers what he 
thought of a MECHANIZATION editorial 
feature. Thereply: “Meant 
to go back and read this, 
but forgot all about it.”’ 


Another: “Why didn’t you read this issue 
of MECHANIZATION?” Said one: “It’s a special 


issue on coal stripping. We 
have nostrip mines.” (Now 
we have no “all-special’’ 
issues. ) 


Oh, we’ve heard worse from Fosdick, 
because he gives us our medicine neat. But 
oft times Fosdick sends us sweet some- 
things, to which the discords lend per- 
spective. 


For example, Fosdick asked 5,000 coal 
operating men about their coal magazine 
habits. 1,014 replied. 


“Which of the following magazines do 
you receive?” 82% said MECHANIZATION. 
71% said MAGAZINE “X.” “Which of 
these magazines do you read regularly?” 
86% said MECHANIZATION. 

74% said MAGAZINE “X”’. 


“Which of these 
magazines is most use- 


ful or interesting to you personally in 
connection with your job?” 57% said 
equally useful. 23% said MECHANIZATION. 
17% said MAGAZINE “X”’. 


— 
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Donald C. Colvin . . former vice-president, 
Leo Burnett Co., has been named president 
of Saunders, Shrout & Associates, Chicago. 
Charles L. Saunders, former president, has 
H. W. 


Bluethe, secretary, has been named media 


become chairman of the board. 
director. 


Henry A. Louden Advertising . . New 
London, Conn., has been named to handle 
advertising for New London Instrument 


manufacturer of electronic measuring 


instruments. 


Batten, Barton, Durstine & Osborn . . New 
York, will establish its first southwest of- 
fice March | in the Mercantile Commerce 
Bldg., Dallas, Tex. Ted Hasbrouck, former 
account supervisor, Minneapolis office, will 


manaae the new office. 


Meldrum & Fewsmith . . Cleveland, have 
been named to handle advertising for Mor- 
gan Engineering Co., Cleveland, manu- 
facturer of electric traveling cranes and 
steel mills machinery. 
Foltz-Wessinger Lancaster, Pa., has 
been appointed to handle advertising for 
Alloy Rods Co., manufacturer of welding 
electrodes, and Drawalloy Corp., manu- 
facturer of welding wire, both companies 
of York, Pa. 


Marsteller, Gebhardt & Reed . . Chicago, 
has been named to handle advertising for 
Mid-States Freight Lines, Chicago and 
Roura Iron Works, Inc., Detroit manufac- 


turer of self-dumping hoppers. 


Friend, Reiss, McGlone . . New York, has 
been named to handle advertising for Ar- 
row Fastener Co., Brooklyn, N. Y., manu- 


Fosdick went on to report that more facturer of business stapling machines. 


primary buying influences receive MECH- 

ANIZATION; more primary buying influences read MECH- 
ANIZATION regularly; more primary buying influences report 
MECHANIZATION more useful or interesting personally in 
connection with their jobs. 

Fosdick must be fearless! When it comes to coverage of 
buying influences in the coal production industry, so are we. 
Else, how would we have some 3,000 on an exclusive basis. 
How are you faring in the billion dollar coal market? Come 
with MECHANIZATION to the mines where 87% of U.S. coal 
is mined, and where 95% of that billion dollars is spent. 
Call us. Don’t be afraid. 


Mechanization 


THE MAGAZINE OF MODERN COAL 
Mechanization, Inc., Publishers - Munsey Bldg. « Washington 4, D.C. 


New YorK «+ PitrsBuRGH + CHICAGO « SAN FRANCISCO « Los ANGELES | 


Alan I. Hurd .. former advertising man- 
ager, National Engineering Co., has joined 
Russell T. Gray, Chicago, as an assistant 
account executive. 
- 

Gaynor & Co. . . New York, has been ap- 
pointed to handle advertising for G. M. 
Giannini Co., Pasadena, Cal., manufac- 
turer of electronic equipment. 


Walter C. Thompson . . former executive 
vice-president, Torrington Co., Torrington, 
Mass., has been elected president. Ray 
B. Nichols, former vice-president in charge 
of sales succeeds Mr. Thompson. Bryon 
T. Virtue, former chief engineer of the 
bearings division, has been named general 


sales manager. 
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The big sales are made 


to the 





Chemical & Process Industries 


at the 
XACT POINT 


where research 





is translated 
into production ! 


The men who place the big orders for equipment, 
plants and raw materials are the high level planners who 


wrap the equipment around processes for production. 


One of the most important functions of INDUSTRIAL & 
ENGINEERING CHEMISTRY ’s 30,000 professional 
chemists and chemical engineers is this high level 
applied research, design and development, 


and operations planning. 


Just another reason why I&EC readers represent the 
greatest concentration of buying power 


. . in the chemical world. 
Chemist? oa 


STRIAL & ENGINEERING 


An American Chemical 
Society Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


NEW YORK e CHICAGO e CLEVELAND e LOS ANGELES ° SAN FRANCISCO e¢ SEATTLE © HOUSTON -¢ DENVER 
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nts in the lumber, logging 
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, have been an 
ng manager, and I am 
tact man for a 
jency. With my 
3 1 am leaving, 
my own ad 
be a one-man 

a while. 
everything wont be 
is by no means im 
t into the agency business 
ccess of it if you're willing 
th some honest effort. 
ve listening to other people’s 
wonder if you would 
lvice to a person start 
ig agency .. Ad 


de. 


® THE QUESTION you ask isn't one 
that can or should be answered by 
one person. Therefore, I’ve asked 
several established agency execu- 
tives for their opinions on the sub- 
ject. 


Norman D. Buehling, president, 
The Fensholt Advertising Agency, 
Chicago, outlines five specific re- 
quirements for starting an adver- 
tising agency. They are: 

1. You need enough capital to de- 
fray the expenses of the initial 
waiting period during which new 
clients are being solicited. 

2. Sufficient capital is needed to 
warrant recognition by publishers’ 
accrediting associations to justify 
the granting of the advertising 
agency cormission on _ business 
placed by the new agency. 

3. The founder of the new adver- 
tising agency must possess some 
special talent or marketing knowl- 
edge which will give him a compet- 
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by BOB AITCHISON 


How to start off on the right 
foot with your own agency 


itive advantage in soliciting new 
business. 

4. The new advertising agency ex- 
ecutive must possess a personality 
that will enable him to reconcile 
the many conflicting viewpoints of 
his clients and their staffs, and keep 
them all happy in the transaction of 
his business with them. 

5S. The new advertising agency ex- 
ecutive must have administrative as 
well as creative ability, because a 
great deal of business done in the 
advertising agency is routine, re- 
quiring meticulous attention to ad- 
ministrative detail. 


Howard G. Sawyer, vice-presi- 
dent of James Thomas Chirurg Co., 
Boston and New York said, “If I 
could give but one piece of advice 
to a young man starting his own 
advertising agency, it would be to 
advertise the services of his agency. 
It seems so illogical to me that so 
many agencies fail to use the very 
sales promotion and _ advertising 
techniques that work so success- 
fully for their clients.” 


William A. Marsteller, president, 
Marsteller, Gebhardt & Reed, Inc., 
Chicago and Pittsburgh offers this 
advice: 

“The agency man should never 
forget that he has only one reason 
for being in business . . to help his 
clients make profits. The client 
spends money on advertising be- 
cause he believes it will help him 
make more money. The advertising 
budget may be the agency’s bread 
and butter, but to the client (in the 
last analysis) it’s simply another 

Continued on page 44 





(Advertisement) 


in selling the 
process industries 


by DONALD HOAGLAND 


Sales calls at high cost 


can’t be hit or miss! 


ecently, a survey of 87 indus- 
trial sales managers revealed that the 
cost per salesman’s call rose from an 
average of $9.02 in 1942 to $16.31 in 
1952. If all calls resulted in sales the 
increased cost would not be out of line. 
But when salesmen make a number of 
unsuccessful calls at an average cost of 
$16.31 each, the tab is painful. 


In the process industries, specifications 
are written by men who seldom, if ever, 
see salesmen. In fact, most salesmen 
never have the opportunity of learning 
the names of men on the constantly 
changing specifying teams. This doesn’t 
necessarily mean you cannot be repre- 
sented at “inside” specification confer- 
ences. There is one sure inexpensive 
way to penetrate the process industries’ 
traditional screen of secrecy and unfold 
your technical sales story fully at the time 
specifiers are most interested in your 
type and brand of product and service. 


Since 1916 Reinhold Catalogs have been 
published exclusively for process men 
by process men, and for 3 of a century 
these books have been part of college 
instruction in process design. In many 
cases the habit of use was developed 
through formal training before plant 
careers began. Chemical Engineering 
Catalog is the one-volume library of 
buying information for equipment, en- 
gineering services and materials of con- 
struction. Chemical Materials Catalog 


and Directory is the buying and specify- 
ing encyclopedia for chemicals and raw 
materials. 


CEC and CMC go straight to the heart 
of the process industries and stay on the 
job 365 days each year. No worthwhile 
process plants overlooked. No waste 
circulation. At a cost much less than you 
would expect, Reinhold Catalogs tell 
specifiers in confidence that your prod- 


uct or service meets their needs. This | 


information determines whether your 
sales engineers are called in for consulta- 
tions which result in orders. And when 
your salesman is invited to make a call 


at the process plant whose specifiers | 


have learned your basic product data in 
advance, you can bet that even though 
the cost per call is $16.31 it will be well 
worth while. Ask your Reinhold Catalog 


District Manager for more facts on suc- 


cessfully selling the process industries | 


at low cost. 


Process industries 
specifying teams in over 
14,000 Dun & Bradstreet 
company-rated plants 
turn to 


cee 


CHEMICAL ENGINEERING CATALOG 
for detailed, 
up-to-date data on 


process equipment 
engineering services 
materials of construction 


IN THE 
PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS 
PUBLISHED FOR 

INSIDE PLANT USE 

BY ALL TITLE | 
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Process 

industries specifying teams 

in over 10,000 Dun & Bradstreet 
company-rated plants 

turn to 


<> rah ee 


CHEMICAL MATERIALS CATALOG 
AND D‘RECTORY OF PRODUCERS 


for detailed, 
up-to-date data on 


properties, specifications 
and applications of 
chemicals and raw materials. 


Reinhold Publishing Corporation 
330 West 42nd St., New York 36,N.Y. 
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Meet 
your 
best 
prospects 


Wes ern - annual Plant & Maintenance Issue 
Industr ahasee 


“Advance Man” for West’s first Maintenance Show 

Out June 15, the Annual Plant & Maintenance issue will be in 
the hands of over 10,000 Western industrial men two to three 
weeks in advance of the Western Plant Maintenance Show (Pan 
Pacific Auditorium, Los Angeles, July 13-15). And WESTERN 
INDUSTRY will distribute additional copies from its own 
booth, #253 at the show. 

It’s an ideal opportunity for exhibitors to build booth attend- 
ance, and for non-exhibitors to ‘‘be there in print.” 


Editorial covers Western problems 
WESTERN INDUSTRY ’s editorial gives practical help in solv- 
ing the specialized problems of Western = managers and 
operators. Here’s a preview of June editorial... 
Articles on Covering 
Maintenance of ® air conditioning ©¢ painting, preservation 
Buildings © heating © parts 
Grounds © lighting © power 
Equipment ¢ lubrication © safety 
Plant services © maintenance ® sanitation 
Plant utilities planning © water supply 


Western growth means New Prospects daily 

In just three postwar years (1947-50) the West added 4,177 
new manufacturing establishments — 3.8 new plant maintenance 
prospects every day. 

WESTERN INDUSTRY is the “idea place’’ for buyers of 
materials and equipment needed to build and maintain the 
West's fast-growing industries. Tell your story effectively thru 
WESTERN INDUSTRY... . start NOW with the June Annual 
Plant & Maintenance issue. Closes May 25. Regular rates apply. 


A KING PUBLICATION 
609 MISSION STREET 
SAN FRANCISCO 5, CALIFORNIA 


S cmsiesideall 
NEP, 
King also publishes Western Construction 
and Western Farm Equipment 


Call our nearest District Manager and reserve your space TODAY. 


NEW YORK—Richard J. Murphy CHICAGO—A. C. Petersen LOS ANGELES—J. E. Badgley 


107-51 - 131st St., Richmond Hill 19 3423 Prairie Ave., Brookfield, III. 128 So. Mansfield, L. A. 36, Cal. 


Telephone JAmaica 9-265! Telephone HUnter 5-0532 Telephone WEbster 8-8512 
CLEVELAND—Clifford E. Beavan SAN FRANCISCO—V. C. Dowdle PAC. N. W.—Arthur J. Urbain 
3307 E. 149th St., Cleveland 20, Ohio 609 Mission St., S. F. 5, Calif. 609 Mission St., S. F. 5, Calif. 
Telephone SKyline 1-6552 Telephone YUkon 2-4343 Telephone YUkon 2-4343 
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problems 


5 on p. 42 
diswibuticn cost. As such, it must 
be an integrated part of the total 
distribution picture. 

“The smart agency man will in- 
sist on knowing as much as he can 
find out about that total picture . . 
sales objectives, who buys and why, 
profitability of each product, how 
distributed, etc., . . before he'll even 
try to spend the client’s money.” 


Being a promising young adver- 
tising agency executive can get you 
into a lot of trouble, according to 
Donald C. Colvin, president, Saund- 
ers, Shrout & Associates, Chicago, 
who said, “If I were starting fresh 
in this business, I hope I’d have 
sense enough, and strength enough, 
to siick to this principle . . never 
make a promise unless you know 
you can keep it. 

“Much of the hell and many of 
the ulcers in this business come 
from promising what you hope you 
can do, rather than what you know 
you can do.” 


Wallace Meyer, president, 
Reincke, Meyer & Finn, Chicago, 
stressed the importance of know- 
ing where to look for accounts. 

“I never aspired to found an 
agency of my own,” he said. “I 
have spent my time in advertising, 
happily, with three agencies that 
were each well established when 
I came aboard. Therefore, I can- 
not speak on this subject from per- 
sonal experience. 

“However, I think the qualifica- 
tions are obvious. 

1. The young man must know 
where to look for business that he 
is capable of handling as well as 
anyone else could, or even better 
in some respects. 
2. He must be a self-starter and he 
must really relish work. 
3. He must be honest with himself, 
for if he wants to last on his own 
he’s got to convince his clients that 
his advice is sound and at the same 
time workable. 
4. He should understand the chan- 
nels of distribution, and the markets 
for his clients’ products or services. 
5. Finally, he must be a_ business 
man as well as an advertising man.” 
z 





Once Again — in JULY 


MACHINERY will publish its Annual Aircraft Production Number. 


Ic will be the fourteenth in a series reporting manufacturing meth- 
ods in leading aircraft plants from coast to coast. 


Its newsworthy articles will be read, not only by aircraft 
executives, but by engineering and production men 
in all branches of metalworking. 


Closing date is June 5th. Be sure to 
schedule an advertisement in this 
important issue. 


The Industrial Press 
148 Lafayette Street 
New York 13, N. Y. 


+ 


Yea 


AIRCRAFT PRODUC 


VAN 
TIO 
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1. Complete, national, bi- weekly news cover- 
age of the agricultural chemicals and food processing fields. 


2. Largest circulation of any magazine 
covering the agricultural chemicals field e 10,826 
as of Sept. 30, 1953; 7,033 paid in six months. 

Largest circulation among agricultural 
chemicals manufacturers and formulators. 


3. Lowest cost per thousand of any agricul- 
tural chemicals magazine. 


4. A hard-hitting advertising-merchandising 
program to help your customers sell their customers. 


AG and FOOD 
gives Agricultural Chemical 


Producers 


5. Authoritative, comprehensive technological 
editorial contents, backed by the world-wide reputation of 
the American Chemical Society; with fully staffed editorial 
departments in six cities. 


6. Exclusive food processor coverage of 
buyers and specifiers for the 2,000,000 acres their 
canning and packing companies own or have under 
contract. The food processor has to know if the 
agricultural chemical is good or bad for his food— 
so he says what his growers will use. Among 352 
processor-buyers we surveyed, 23% own or control under con- 
tract (buy or specify for) 844,949 acres! 


~raomnmeoor AG wo FOOD 


An American Chemical Society Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION «+ NEW YORK « CHICAGO 
CLEVELAND e« SAN FRANCISCO « LOS ANGELES « SEATTLE « HOUSTON e« DENVER 
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Carborundum Cuties .. Sales conference chorus line was made up of salesmen 


chosen, from all appearances, for shapeliness rather than ability as precision 


jancers. 


Change of pace lets off steam at sales meeting 


™ A HAIRY-CHESTED chorus line, a 
bathing beauty contest and a panel 
discussion on the “elastic expense 
account” were combined to make a 
successful national sales conference 
for the abrasive division of the Car- 
borundum Co., Niagara Falls, N. Y. 

The chorus line was made up of 
high-stepping salesmen whose mu- 
sical review, “Carborundum Sales- 
men on Parade,” wound up the two- 
day conference which was held at 
Buffalo, N. Y. 

Some 250 Carborundum salesmen 
and executives attended the confer- 
ence and were greeted on arrival by 
a special edition of the “Mudnuro- 
Brac Elgub” (Carborundum Bugle), 
a four-page, tabloid-size newspaper 
reporting in true tabloid style on 
the conference. 


A page one picture announced the 
“bathing beauty contest,” which of- 
fered a fifth of Scotch to the first 
one who could identify all individ- 
uals in an array of scantily-clad 
masculinity perched on the lip of a 
hotel swimming pool. The “bathing 
beauties” were salesmen who at- 
tended the previous national Car- 
borundum sales conference in 1925. 

The “Elgub” headlined: “Robin- 
son (company fresident C. F. Rob- 
inson) to Discuss Kinsey Report.” 
It went on to report that at the out- 
set of the conference “all the farm- 
ers’ daughters within a radius of 14 
miles took to the surrounding hills.” 

The newspaper also announced a 
panel discussion on “How to Give 
Yourself Monthly Merit Increases 
Through an Elastic Expense Ac- 


March * 1954 


Industrial Marketing 


count” and one to be conducted by 
older salesmen who will tell the 
youngsters “How I Handled That 
Territory Before You Were Born.” 

All this apparently was worth 
while. A company news release re- 
ported: “The change-of-pace tempo 
maintained throughout the confer- 
ence paid off in continued interest 
and enthusiasm.” 

The release said the salesmen ac- 
tually attended seven panels during 
the conference for discussion of 
such things as new products and 
new developments. 

Even the “Elgub” came down to 
earth long enough to report, rather 
lyrically, that the conference gen- 
erated “unaffected friendship and 
loyalty that transforms cold, lifeless, 
barren relationships of authority 
and command into effective spon- 
taneous devotion to a common 
cause.” s 





The Mudnuro-Brac Elgub 


S’yelos Kram -Edart 


EXTRA ENTRA 


CARBO’'S SNORKEL SALESMEN ~ ALA 1925 
Name Them and You Can Have them! 
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Says George B. Chandless, Jr. 


i the advertising aepartmen 


Should universities teach industrial 


Mr. Chandless says. . 


® THE COMMENTS by Dean John E. 
Jeuck of the University of Chicago 
before the Central Council of the 
American Association of Advertis- 
ing Agencies, reported in INDUSTRIAL 
MARKETING, are certainly thought- 
provoking, if not even somewhat 
startling. 

Several of his points seem to be 
most valid. Yet, when the dean of 
a school which offers no courses in 
advertising . . even though it is lo- 
cated in a great advertising city 
where top advertising executives 
could be called on for cooperation 

. is openly critical of schools which 
do have advertising courses, there 
are two basic reactions. 

One thought is that the dean has 
a “sour grapes” attitude . . that he 
feels that since his college doesn’t 
have any such courses, they can’t be 
worthwhile. The second thought is 
that the dean has an honest belief in 
what he says and that he proves it 
by leaving advertising courses out 
of the curriculum. We must, nat- 
urally, believe the second assump- 
tion to be the correct one. 


Is Only Brecdth Good? . . The 
Dean asserted “that general educa- 
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tion is preferable to highly special- 
ized courses for the development of 
advertising men.” This implication 
that only courses which are broad 
in scope are valuable seems to be a 
bit strong. (After all, everything in 
education is, more or less, an “ex- 
pansion” of the three R’s.) If this 
were so, only a general course in 
English would be taught and later 
courses in composition or literature 
or those which deal with works of 
specific authors would be worthless. 

Or in other fields, under this the- 
ory, only a broad course in history 
would be taught and later courses 
dealing with European or American 
history or the history of specific 
peoples would be worthless. A basic 
course in law would suffice and 
there would be no need for individ- 
ual courses in contracts, damages, 
tax law, or other specialized sub- 
jects. 

It is hard to believe that one 
course in advertising principles, as 
suggested, could cover in one or two 
terms the great variety of subjects 
which are basic to doing a good job 
in advertising work. 


One Course? .. As just one ex- 
ample especially evident to INDUS- 
TRIAL MARKETING readers, the dif- 


ferences in techniques between con- 
sumer and industrial advertising 
alone warrant special study because 
of those differences which are pres- 
ent yet not always appreciated. 
There is a great distinction, too, be- 
tween viewpoints of retail adver- 
tising and national advertising. One 
course which contains all the nec- 
essary information on copy, re- 
search, production, and all other ad- 
vertising subjects is inconceivable. 
And if possible, would it be desir- 
able? 


A Specialized Business . . Would 
it not appear ridiculous for a doctor 
to take a broad, basic course in sur- 
gery and then wait until he started 
practising to learn about the specific 
techniques of removing an appen- 
dix? Similarly, what advertising 
account would want to be the “pa- 
tient”. upon which a “generally- 
educated” college graduate could 
learn the fundamental techniques of 
copy writing? (The basics of which 
he should have become aware in 
college.) 

Some colleges, and fortunately so, 
base their programs on the recog- 
nition that advertising is a special- 
ized business. And they give spe- 
cialized courses which parallel the 

Continued on page 50 











Probably Not. . 


Says Dean John E. Jeuck 
of the School of Business, 
University of Chicago 
Chicago 


Dean Jeuck says. . 


® MR. CHANDLESS’ thoughtful com- 
ments deserve serious consideration, 
for they are a good presentation of 
a widely held view. 

Any discussion of curriculum is 


likely to be unsatisfying. Despite 
the enthusiasm with which educa- 
tion is pursued in America, it is 
nearly impossible to establish any 
direct or obvious relationship be- 
tween what is in a curriculum and 
what effects the curriculum has on 





How it all began.. 


Preparation of young people for careers 
in advertising was discussed by Dean 
Jeuck in an address before the Central 
Council of the American Association of 
Advertising Agencies (IM, Nov., ‘53, p. 
40). The report of his speech in Industrial 
Marketing drew the statement of disagree- 
ment by Mr. Chandless, appearing on the 
opposite page. At the same time, Dean 
Jeuck’s speech drew expressions of sup- 
port from admen at the Four A’s meeting. 

Excerpts from Dean Jeuck’s speech: 

“I do not mean to imply that education- 
al institutions should not offer certain hich- 
ly specialized courses for people with ap- 
propriate backgrounds and interests. It 
does seem to me, however, that this great 
specialization in terms of limited areas of 
narrow application should be provided 
largely on an extension or adult education 
basis. . .” 

“One of the things that academic pro- 
grams can do is to lead the student to 


become proficient in the basic tools of 
analysis and to acquaint him with the 
types of problems in all the principal 
areas of business policy . . such as mar- 
keting, production, finance and human re- 
lations. 

“It would be as naive as it would be 
presumptuous to claim that students are 
brought to an extraordinary level of com- 
petence in any one of these areas during 
their in-school term. There is substantial 
evidence, however, that when on the job. 
they do a more effective piece of work on 
any particular problem by virtue of their 
sensitivity to its relationships to other as- 
pects of the firm’s policy. . .” 

“It would seem obvious thut the social 
or behavioral sciences are to advertising, 
selling and management generally what 
the physical and biological sciences are to 
engineering and medicine. . . . I cannot 
but think that this is a much more promis- 
ing avenue in education for advertising 
than are some textbooks . . or the critiques 
of instructors on the quality of a student's 
advertising campaign.” 


its products, the students. Educa- 
tion is essentially a matter of faith. 
This is particularly the case once 
we leave the field of narrow skills 
where results can be reasonably 
well measured. But that is an area 
for which the word “training” is a 
better word than education. The 
professional business school curric- 
ulum is at its best educational, al- 
though it inevitably and properly 
has certain training aspects. 


Still Feeling Our Way .. Another 
reason it is difficult to discuss cur- 
ricula in this field is because of the 
short history of collegiate business 
education. Despite the fact that the 
first collegiate schools of business 
were founded a little over 50 years 
ago, the substantial development of 
business departments or schools in 
universities is hardly more than 25 
years old. This means we are still 
feeling our way . . and it would be 
unfortunate if we thought we were 
doing otherwise. 

A further difficulty in making any 
prescriptions about curriculum is 
that we inevitably assume a certain 
constant character of the teacher. 
Whatever experience arises out of a 
learning situation, it is some func- 
tion of the student, the teacher and 
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the content. The teacher can have 
an enormous influence on the edu- 
cational character of the experience. 
I have known teachers who could 
generate a fundamental and broad 
education from the springboard of a 
narrow and vocational subject mat- 
ter. In general, however, I think 
we must assume that despite the in- 
dividual differences among teachers 
there are different orders of merit 
attached to different content in the 
learning situation. 


It's Really Not Like Law. . With 
respect to the analogies Mr. Chand- 
less draws between advertising, 
English, history, law, and medicine, 
I think we must recognize that ad- 
vertising is a substantially different 
problem. 

English and history are them- 
selves scholarly disciplines, and cer- 
tainly at the undergraduate level 
are (or ought to be) studied as ends 
in themselves as engines for the 
development of man’s appreciation 
of man. Law, medicine, and even 
engineering are more nearly learned 
professions than is true of advertis- 
ing. Certainly law has a substantial 
tradition of scholarship. Medicine 
requires the mastery of a number of 
root disciplines in the natural sci- 
ences. Engineering demands a com- 
petence in the physical sciences 
prior to the more specialized work 
in engineering proper. 

I did not mean to argue that there 
should be no courses in advertising 
or that there should be no profes- 
sional programs to teach advertising 
men. I believe, however, that the 
case must be made by those who 
would oppose the notion of broad 
and fundamental curricula, in view 
of the limited number of people who 
can expect to have a career in ad- 
vertising. It seems to me irrespon- 
sible to encourage large numbers of 
people to take a highly specialized 
professional education ii they are 
not to find a career in that profes- 
sior. 

It is the belief of the School of 
Business of the University of Chi- 
cago, where we are concerned with 
graduate professional education in 
business, that our curriculum should 
be such that it offers the means for 
developing a basic competence in 
the characteristic problems of busi- 
ness administration and methods for 
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approaching them. Because a school 
does not have a series of courses 
which are specifically labeled as ad- 
vertising courses, it does not follow 
that the curriculum does not include 
much material of value to advertis- 
ing executives. 

The experience of many of our 
graduates would suggest that we of- 
fer a program which is useful for 
careers in advertising, particularly 
those that are executive in nature 
rather than “creative.” 


Post-Graduate OK .. The pro- 
vision of courses for the advertising 
specialist might well be deferred to 
the adult education post-grad- 
uate . . programs, which are avail- 
able to people who have a reason- 
able expectation that they will have 
It is that 
where the universities can 


a career in advertising. 
level 
most advantageously take advantage 
of the reservoir of unusual talent 
which exists in various metropolitan 
areas by virtue of the concentration 
of advertising agencies and the ad- 
vertising departments of the agen- 
cies’ clients. 

Mr. Chandless’ letter illustrates a 
problem that has been with educa- 
tion a long time, and will un- 
doubtedly continue so long as we 
have a serious interest in improv- 
ing the character of the educational 
process. 


Breadth vs. Specialization .. The 
crucial problem is that of achiev- 
ing a breadth 
and specialization in the curriculum 


balance between 
Assuming away the semantic prob- 
lems in such an artificial dichotomy, 
we have certainly not yet reached a 
solution that is applicable to all 
times and places, and one of the 
substantial advantages of education 
in America is the richness of its di- 
versity. All of us hold our own 
convictions about the relative merits 
of different kinds of curricula, but 
it would be unfortunate if we were 
not sensitive and sympathetic to 
the different kinds of experiments 
which are being made in many in- 
stitutions. 

We do not know the answers yet. 
but we would certainly be aided in 
our search for them if more busi- 
ness men took the kind of serious 
interest in the problems of profes- 
sional education which is illustrated 
by Mr. Chandless’ observations. 8 


Mr. Chandless says. . 
begins on p. 48 


specialized needs of advertising. 


As Lawyers Learn Law? .. When 
the Dean made the remark that 
“advertising agencies and depart- 
ments can teach (advertising tech- 
niques) better than schools,” he in 
effect also said that a lawyer could 
better learn law by working in a 
law office; an engineer could better 
learn engineering by working in an 
engineering department. This is 
perhaps true. 

It may well be that men can learn 
on the job far better than in class- 
rooms .. yet this doesn’t speak well 
for the colleges of our nation. So 
much depends on the man and on 
the men for whom he works. 

Some men in business are great 
teachers, far greater teachers than 
are found in some college class- 
rooms. Other men in business are 
bad teachers; it just is not their job. 
Their work is to produce for their 
company or their agency and they 
have not the time and perhaps not 
the patience or inclination to pass 
along to young men and women in- 
formation which those young peo- 
ple could and should have learned 
as a part of their formal education. 

In business, unless formal classes 
were set up, the information a 
young man would obtain would be 
given to him in a catch-as-catch- 
can way. There would probably be 
little or 
logical sequence. Yet isn’t it true 
that good organization is a part of 
good teaching? How easy it would 
be to overlook vital facts or lessons 
if material were not well organized. 

The time factor, too, is involved. 
An _ orderly means 
quick learning. 

If an agency set up a formal 
training program with classes and 
lectures, etc., it would cover much 
that cculd just as well have been 


no organization to it, no 


presentation 


covered by professional teachers in 


college classrooms. ‘The college 


‘man could have learned the princi- 


ples and then merely have put them 
to work in the agency. 

Some agencies have training pro- 
grams under which a man goes from 
department to department within 
the agency. This is an excellent 
way for the man to get a practical 


look at the organization. Some 








agencies have lectures from time to 
time where leaders in the field, in- 
cluding top executives of the agen- 
cy, speak. In cases of this kind, the 
man who has had special advertis- 
ing training in college has a decided 
plus over the man with just a gen- 
eral education. 

This does bring up a pertinent 
question: Was it necessary for 
agencies to start programs of this 
kind because too many colleges fell 
down on the job by not offering 
courses which were specific and spe- 


cialized enough to meet the needs of 
the advertising industry? 


What, No Slide Rule? . . It would 
indeed seem odd for an engineer- 
ing department of a manufacturing 
company to have to set up special 
courses to teach young engineers 
how to use a slide rule. Why should 
advertising departments and agen- 
cies be expected to teach advertising 
essentials? 

It is not the function of the ad- 
vertising agencies to do a real edu- 


cational job. They have enough 
problems with which to cope in 
educating the public and some of 
their clients without teaching the 
ABC’s to their employes, too. 

Yes, perhaps it is sometimes nec- 
essary for them to “educate” by 
channeling the efforts of employes 
to benefit their agency and its ac- 
counts. But basic education . . no. 
Agencies have a right to expect col- 
lege graduates to have a basic grasp 
of advertising fundamentals, both 
principles and techniques. 





— aw ts ' 4 . 
3-D in Three Hours . . Admen of the Industrial Audio Visual Association get a 


nly three h 


surprise . . watch a candid 3-D movie « 


themselves, filmed 


Industrial admen visit 
Hollywood, wind up in 3-D 


® HOLLYWOOD . . Some 25 industrial 
audio-visual experts went to Hclly- 
wood to learn about three-dimen- 
sional films and wound uf, in a 3-D 
movie themselves. : 

They were members of the 
“Hollywood Workshop” group of 
the Industrial Audio Visual Asso- 
ciation, an organization made up of 
advertising, sales promotion, indus- 
trial relations and public relations 
men from industrial firms that use 
films as promotional or training 
aids. 


The group visited Raphael G. 
Wolff Studios, industrial film: pro- 
ducer, to see developments in con- 
trolled stereo camera equipment 
and learn how a 3-D scene is set 
up and filmed. 

Climaxing the studio tour was a 
five-minute 3-D movie of a group 
of admen going to lunch. 

The group was the IAVA mem- 
bers themselves. The 3-D movie 
of them had been shot only three 
hours earlier as the admen lunched 
at the Brown Derby. A controlled 


stereo camera was hidden in a 
truck in a nearby parking lot, and 
ground out the film of the admen, 
who were unware of it. 

Eastman Laboratory cooperated 
with Wolff Studios by rushing the 
film through development in time 
for the surprise presentation. @ 


Here’s a story you won't read 

® SEVERAL months ago the editors 
of INDUSTRIAL MARKETING asked Dr. 
Rudolf Flesch, the readability ex- 
pert, to write an article about ways 
to make industrial advertising more 
readable. 

In preparation for this assign- 
ment, Dr. Flesch studied hundreds 
of industrial advertisements in sev- 
eral dozen fields. Then he wrote a 
letter to the editors of IM, part of 
which follows: 

. my experience with adver- 
tising copy was based mainly on 
consumer advertising, and I had 
long ago found that the application 
of my readability analysis tech- 
niques could lead to considerable 
. How- 
ever . . industrial copywriters seem 
to be well ahead of consumer ad 
copywriters when it comes to being 
specific, describing plainly the fea- 
tures of the product, and generally 
using matter-of-fact language rath- 
er than the peculiar Madison Ave- 
nue lingo we are all so familiar 
with. So the first draft of my arti- 
cle, recommending more plain talk 
for industrial advertising, seemed 
more and more like a long-drawn- 
out fight with a strawman, with the 
‘good’ examples so far outnumber- 
ing the ‘bad’ ones that the argument 
became rather pointless.” ° 8 


improvement of such copy. . 
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Tell All . . The monograph type of article for a company external tells, in words anc 


rything there is to know about one product.. 


all of its uses, major and minor. 


Varied story-telling methods 


External editor keeps stable of article classifications 


® COMPANY external publications 
just don’t compete for readership 
with the likes of The Saturday Eve- 
ning Post, so says just about every- 
one. 

But at least one external editor 
doesn’t agree. James McCormick of 
Du Pont Magazine says his publi- 
cation can stand up to the Post. 
And he’s not just bragging . . he 
has plenty of letters to document 
it. 

External publications, those peri- 
odicals edited by companies for free 
distribution to customers, prospects, 
dealers and stockholders, are read 
by busy men. And, if they are to 
be read at all, they must be worth 
their readers’ time, says Mr. Mc- 
Cormick. 

His magic formula for achieving 
this end is to make his publication 
entertaining, while serving the self- 
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interest of the reader . . and always 
promoting the Du Pont name. 

He does this by careful selection 
of article subjects. And he has a 
whole stable of article classifications 
that have worked well for Du Pont 
Magazine. 

One method is the personalized 
approach to a product. Don’t tell 
about nylon. tell about Joseph 
Lockwood who dresses the nylon 
curls of the puppets on the Kukla, 
Fran and Ollie television show. 
Don’t tell about cellophane, tell 
about the struggles of the man who 
invented it. That’s Mr. McCormick’s 
advice. Your readers are people, 
and they like to hear about other 
people, especially in connection with 
a company or product in which they 
are interested. 

Articles on company policy also 
are worth while for externals. Rea- 


Wizard of wigs 











Personality . . Warm treatment from 
the human angle promotes a_ product. 


son: “They inform our customer 
and prospect on company policies 
that affect him,” says Mr. McCor- 
mick. These articles discuss such 
things as sales policies, safety and 
company organization. 

News of new company products 
or services snares top readership 
for externals, according to Mr. Mc- 
Cormick. “No articles are more 
eagerly read,” he says. Pictures of 
the new product in action are par- 
ticularly good reader grabbers for 
this type of article. 

But even Du Pont doesn’t have a 
new product to announce every is- 
sue of its magazine, and frequently 
old material must be dressed up 
and presented again to readers. 
Short, sprightly copy, unusual il- 
lustrations and striking layout char- 
acterize such articles and draw 
readers to material on a product 
they already know about, says Mr. 
McCormick 

Another method of treating old 
material, he says, is to transform it 
into new stuff through the “progress 
report.” This gives the reader the 
late developments on a product and 
at the same time includes necessary 
background material. 

Mr. McCormick also believes in 
getting right down to cases on a 
product and telling all there is to 
know about it in a monograph type 
of article. Such articles include all 
the major uses of the product and 
as many minor uses as possible. 
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History .. The romantic story of the Erie Canal, built 130 years ago, is used to promote 
Du Pont dynamite. Relating product to past draws heavy male readership. 


Rags to Riches Sells .. The 
Horatio Alger type of article makes 
good reading anywhere, and the 
company external is no exception, 
according to Mr. McCormick. One 
such article in Du Pont Magazine 
concerned the rise of a Belgium- 
born coal miner who became an 
American mine owner (and a Du 
Pont dynamite customer). The ar- 
ticle was reprinted widely in non- 
company publications. 

Occasional articles on home and 
hobby gain wide readership for ex- 
ternals, not only among the business 
men who make up the bulk of the 


readers but also among their fam- 
ilies, reports Mr. McCormick. Du 
Pont has used such articles to build 
customer interest in pushing home 
use of plastics, fishing line, etc. 

The historical saga is another type 
of popular article that appeals to the 
“specialized entertainment interests” 
of external readers, says Mr. Mc- 
Cormick. These articles tie a com- 
pany product in with an historical 
event. One such article in Du Pont 
Magazine told how Du Pont dyna- 
mite was used in building the Erie 
Canal 130 years ago. 

All these add up to what Mr. 
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Product .. Articles on new products 
are read more eagerly than any others. 


McCormick calls a “balanced diet 
for externals . . neither unappetiz- 
ingly heavy nor undernourishingly 
light.” 

Their gentle promotion is effective 
because they are read, and that is 
the prime requisite of any success- 
ful external. 

Evidence of this is found in a let- 
ter Mr. McCormick received from 
a Du Pont Magazine reader, who 
said: “I read the magazine with as 
much interest as I do such publica- 
tions as The Saturday Evening Post.” 

Move over SEP. Make way for 
the externals! a 
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Old Stuff .. A slick guessing game 
retells the story of an established product. 
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Progress .. A report on late develop- 
ments builds new interest in old product. 


Success . . Mountain miner's rags-to 
riches story pushes Du Pont dynamite. 
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Report from Europe .. Like U. S. industrial shows, European 
shows generally are as valuable as the exhibitor makes them. 
But there are important differences, too. To find them out and 
to get for the U. S. manufacturer the story of foreign shows, how 
much they cost, which shows and which types of shows are im- 
portant and how best to exhibit, Industrial Marketing assigned the 
author (who has been in Europe for nearly a year) to do this story. 
He visited European shows and talked to exhibitors, including 
advertising managers of large foreign affiliates of U. S. industrial 


companies. This is his report. 
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Show ‘em How It Works. . Lead 


veme 


Monsanto spent $14 a square 


By Milton Moskowitz 


® LONDON .. So you want to exhibit 
at a European fair? Well, come on 
in, the water is fine. But watch out 
for the other swimmers . . these are 
crowded waters. 

Since the war, industrial exhibi- 
tions have caught on like a prairie 
fire in Europe. In 1954 more than 
70 full-scale trade fairs will be held. 








European shows offe 
istrations like this 


Low Cost. . Simpler display used pump 
to demonstrate hydraulic fluid . . sold 
hard, cost only $8 a foot, inclusive. 


e inn hac 


Show Directions . . Lo< 


ign maps location of numbered exhibits 


Action . . Fixed crane raises 
movable crane 200 feet at Paris fair. 





ok what the Fr 


























Market. . Of 180,000 tractors in France 


100,000 are foreign, like Hanomag make. 


shows beckon U. S. industrial exporters 


They cover a wide range of con- 
sumer and capital goods. As an 
advertising medium, the exhibition 
is doing quite well, thank you. 

In fact, the profit-making po- 
tential of a fair has led to such 
multiplication (and duplication) 
that industrial exhibitors are now 
concerned about the great number 
of exhibitions. The machine tool 
manufacturers in Europe, for ex- 


ample, recently signed a pact in 
which they agreed to pool their 
support for just one biennial ex- 
hibition which will rotate among 
different cities. Agents of these 
manufacturers will be free to ex- 
hibit at other fairs . . but at their 
own expense. 

If you intend to do business in 
Europe, then the industrial exhibi- 
tion deserves serious consideration. 


Exhibition organizers will natu- 
rally tell you that it’s a must on the 
media schedule. Don’t believe it! 
Talking to industrial advertising 
managers in London, I found that 
many of them are quite cynical 
about fairs. They use them, yes. 
But they are not at all convinced 
that the exhibition pulls its weight 
in the sales program. They tend to 
regard the exhibition the way you 
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might regard a certain type of insti- 
tutional campaign: very pretty . . 
but so what? 

Despite the cynicism, however, 
more and more industrial firms are 
exhibiting at European fairs. More 
important, buyers are flocking to 
them in much greater numbers. In 
1949, for example, 12,345 buyers 
registered at the giant Milan Sam- 
ples Fair; but last year no less than 
78,216 buyers registered at Milan 

. a phenomenal growth. 

Why? If you discount much of 
the cynicism and tolerate the im- 
perfections, one answer appears to 
be this: 

The exhibition seems to have 
been accepted by many buyers as 
a vast marketplace where they can 
compare competitors’ goods and 
services side by side. For the in- 
dustrial advertiser, the exhibition 
is . . theoretically . . useful in two 
ways: 

1. It promotes trade in the coun- 
tries where the fairs are held. 

2. It helps to sell buyers from 
other European countries, particu- 
larly those who make an annual 
circuit of fairs. 


‘54 Fair? It’s Too Late .. Of 
course, if you are thinking of doing 
something about a fair this year 
. . forget it. It’s too late. Exhibit 
spaces have to be reserved well in 
advance. At least nine months 
ahead . . a year to be on the safe 
side. The organizers of the In- 
ternational Fair at Lyon, France, 
turned down 1,000 requests for ex- 
hibits last year because of lack of 
space. And there were still a record 
5,400 exhibitors at the Lyon fair, 
53 of them American companies. 

You can sometimes . . at the less 
popular fairs . . make last-minute 
arrangements, but then you face the 
prospect of being housed in an out- 
of-the-way corner. Early reserva- 
tions are important if only to get a 
listing in the fair catalog, which 
goes out in advance to thousands of 
buyers. 


How Much It Costs . . What does 
it cost to exhibit at a European fair? 
The costs can vary between $1 to 
$15 per square foot, depending on 
the fair and how elaborate you get. 
The average cost most quoted is $3 


per square foot. Here are some 
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typical space charges: 

Milan Samples Fair: $2.20 to $3.30 
per square foot. 

Lyon International Fair: Stands 
. . $170 for 52 square feet, $425 for 
164 square feet. Covered area . . $3 
per square foot. Open area . . 50c 
per square foot. 

Paris International Fair: $3.45 per 
square foot under cover, 65c per 
square foot in the open. 

Vienna International Fair: Under 
cover, $6 to $12 per square foot. 
In the open, $3 per square foot. 

Brussels International Industries 
Fair: Indoor, $2.40 per square foot. 
Outdoor, 90c per square foot. 

These charges, mind you, are only 
minimum costs. Taxes (yes, here 
too) and insurance add 10%. Then 
you must pay for transportation, 
stand construction, a sales force to 
man the exhibit and lighting (if 
you are indoors). 

A page in the fair catalog oppo- 
site your listing will cost $75, twice 
as much if color is used. 


Which Do You Use? . . With the 
hatful of fairs running year-in and 
year-out in Europe, how do you 
select the ones to use? It’s impos- 
sible to give a general answer to 
this question. Some experts say: 
“Only show at exhibitions which 
are money-makers themselves; the 
others are usually inefficient.” 

Of course, this boils down to con- 
centrating on the old, established 
exhibitions . . such as the Milan 
Samples Fair, Brussels Industries 
Fair, Paris International Industries 
Fair, and Royal Netherlands Indus- 
tries Fair. These are fairs with long 
histories. They are well-attended 
and known as a mecca for buyers. 

Some of the more recently organ- 
ized fairs were started up for rea- 
sons of national or regional prestige. 
This is not to say that such exhibi- 
tions are a waste of time and effort. 
A lot depends on what your re- 
search department has found out 
about the potential market for your 
goods. 

In general, European nations are 
now in the market for capital goods. 
The emphasis everywhere is on in- 
dustrialization. Yugoslavia recently 
launched an annual fall fair at Zag- 
reb. A British company exhibited 
there in 1953 for the first time and 
sold three plastic moulding ma- 


chines. 

Tractor manufacturers should not 
have to think twice about exhibit- 
ing in Italy, where agriculture is 
badly in need of mechanization. At 
last year’s Milan fair a British ex- 
porter sold 31 medium-sized exca- 
vators during the course of the 
exhibition. 

In France, every third man works 
on the land. Yet 100,000 of the 
country’s 180,000 operating tractors 
are of foreign origin. And 6,000 of 
France’s 7,000 combine harvesters 
were made in the United States, 
Britain or Germany. 

Unfortunately, it is difficult to 
get precise information on the value 
of particular fairs. Exchange of 
marketing information is not one 
of the strong points of European 
business. There seems to be a kind 
of “cloak and dagger” secrecy about 
business operations. Many trade as- 
sociations are actually cartel organ- 
izations; companies are not in the 
habit of publicizing their selling 
activities or revealing how much 
business they did at a fair. 

The Federation of British Indus- 
tries does a good job for its mem- 
bers by acting as an information 
clearing house. The federation urges 
all British trade bodies “to collect 
information about fairs, either by 
sending out their own representa- 
tives or by obtaining up-to-date 
reports from individual members 
attending the fairs.” But even the 
trade fair reports by the federation 
are usually couched in vague terms 
when it comes to the heading, “Vol- 
ume of Business.” 

But, if you want one example of 
how much business can be done at 
a fair, note the federation’s report 
on, the 1953 exhibition held at Lille 
in the north of France. This fair 
attracted 1,500,000 visitors and the 
federation estimated that orders 
totaling $115,000,000 were placed 
during the exhibit. Of the 517 for- 
eign exhibitors at Lille, 40 were 
American firms. 


How to Get Help . . American ex- 
porters planning to exhibit at an 
overseas fair can get some help by 
writing to Z. B. Hyde at the Depart- 
ment of Commerce in Washington. 
Mr. Hvde is chief of the interna- 
tional fairs and exhibitions section. 
He and other commerce officials are 

Continued on page 60 
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Use Marine Engineering’s leadership . . . in cir- 
culation, industry standing, editorial prestige 
and advertising supremacy to help build your 
sales. 


State... 


Marine Engineering’s average paid circulation 
(Dec. 31, 1953) reached the largest total in its 
history — more than 8,000 — up 30% in two 
years! 


Its subscription renewals also hit a high mark 
of 69%. 


First in advertising pages by 50% in 1953... first 
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Engineering gives you more selling impact be- 
cause it gives more value to the industry in edi- 
torial service backed by engineering authority. | 
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Industry and Power 


The Authority Held by INDUSTRY AND POWER Readers 


Western Union recently conducted a survey for INDUSTRY AND 
POWER among several thousands of I & P readers. Following are re- 
sults from a 3,000 run-of-return sample, not hand-picked but taken just 
as the returns came. 


Question: “Indicate which of the following plant facilities you are 
responsible for.” (Then followed the list of 10 services 


given below.) 


The INDUSTRY AND POWER 
audience is clear-cut, well-de- 
fined. It consists of engineers 
and ne executives with Answer: Tabulation of 3,000 samples shows: 
authority over certain § related 
plant services. The INDUSTRY 
AND POWER Editorial Program 
is equally clear-cut, custom-built 
for the specific needs of this 
specialized audience. 


Responsible for Power Generation or Distribution 69.3% 

Electrical Services 
Industrial Heating & Ventilating 70.7% 
Materials Handling 
Refrigeration (some plants 

have none) 45.7% 
Compressed Air 
Piping and Valves 
Water Treatment 62.3% 
Industrial Waste Treatment 

(Not a problem in some plants ) 42.5% 
Industrial Lighting 





Over 90% Hold Four or More Authorities 


A realistic approach to plant engineers responsible for services of the kind 
indicated above, is to recognize that most of these engineering department 
heads are responsible for several plant services. 


To illustrate the point, figures from this Western Union survey show that 
heads of power have more than power on their minds. 


Taking all responsible for power as 100%, here is the tabulation: 


Responsible for 10 services of which one is power 
for 9 services 
for services 
for services 
for services 
for 5 services 
for 4 services 


Responsible for four or more services of which one is power. . .91.9% 
for two and three services 
for power only 





_ Their Authority to Specify or Buy 


Another question in the Western Union Survey was: 


“Do you buy, recommend, or influence selection of equipment for 
these plant services?” 


Answered YES — 85.5% 


These results prove the rightness of INDUSTRY AND POWER’s cov- 
erage policy, and how well it is applied. Readers are selected not be- 
cause of titles held, but on the basis of authority and function. 

The high INDUSTRY AND POWER Verification — 95.8% — veri- 
fies function at the same time it verifies reader desire, accuracy of 
name and address, and other necessary details. 

Consequently advertisers in INDUSTRY AND POWER are assured 
of reaching readers who have authority, and who are responsible for 
services of greatest interest to advertisers’ sales departments. 


How INDUSTRY AND POWER Differs from Other Magazines 


INDUSTRY AND POWER recognizes that since 
the same man is concerned with several services 
that come under his jurisdiction, he needs help 
with all such services. About 35% of INDUSTRY 
AND POWER editoriz] material is on power sub- 
jects and the other 65% is devoted to other es- 
sential plant services. 

But there’s a definite boundary line! A distinguish- 
ing characteristic of INDUSTRY AND POWER is 


that its editorial material deals only with subjects 
of direct concern to its audience. Since | & P 
readers are not engineers specializing in problems 
of production techniques, labor relations, or em- 
ployee mérale, INDUSTRY AND POWER editorial 
stops short'of dealing with such subjects. 

The editorial program is custom-built to the needs 
of 1 & P's specialized audience, and confined ex- 
clusively to these needs: 


For maximum advertising results, use 


The Magazine MOST Plant and Power Engineers Read MOST. 


and Power 


Established 1920 


wu 


and Power Publications, 420 Main St., St. Joseph, Mich. 


Soles Offices: New York, Newark, N.J., Philadelphic, Cleveland, Chicago, Los Angeles 





What European trade shows offer you. . 


usually on hand at European fairs 
to assist American exhibitors. 

What about the specific ABC’s of 
exhibiting at a foreign trade fair? 
Here are some tips, collected from 
leading exhibitors, which may prove 
helpful: 

1. You need, generally, plenty of 
movement at European exhibitions. 
Charts and diagrams are nice, but 
buyers have an “I come from Mis- 
souri” attitude: they want to be 
shown how a machine works. Many 
of the fairs are on such a gigantic 
scale that large equipment can be 
demonstrated. There are proving 
grounds where heavy earthmoving 
and construction equipment can be 
put through its paces. Exhibition 
halls are immense. At a recent fair 
in Waalwijk, Holland, a small-scale 
shoe factory was in operation, pro- 
ducing 100 pairs of shoes every 
hour. 

2. Know your fairs! One fair is 
not just like the last one. Each 
has distinctive characteristics which 
may be important in planning your 
exhibit. The Milan Samples Fair, 
for example, features the Italian de- 
sign which has been incorporated 
in “modern” furniture and Europe- 
an sports cars. Exhibits are care- 
fully planned. Look at an Olivetti 
ad or Herman Miller showroom 
before coming here. Avoid the mis- 
take which American automobile 
firms made when exhibiting at the 
British Motor Show last October. 
(This is a consumer-product ex- 
ample, but it applies equally to in- 
dustrial exhibits.) 

Britons come to this show to get 
the feel of a car. Pop gets in the 
front seat, Mom gets in beside him 
and the kids climb in the back. 
They jump up and down to test the 
springs and pull all the levers. So 
what happened? All the American 
cars at the show came with the 
doors locked! They attracted little 
attention. 


3. Take a personal interest in 
your exhibit. The chances are, your 
company operates through an agent. 
But the agent undoubtedly handles 
a number of foreign companies. As 
a result, he may do little more than 
transfer his showroom up to the 
fair grounds. All the companies he 
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represents will be lumped together 
on one stand. And your company’s 
products get lost in the shuffle. 

Also, a French agent is primarily 
interested in selling to French buy- 
ers and may ignore the buyers from 
other countries. Experience of Brit- 
ish exporters shows it is worthwhile 
for a company to have a personal 
representative at shows. 

4. Follow up. All the available 
evidence indicates that European 
exhibitors pay little attention to this 
recognized business practice. This 
is surprising, because it can be ex- 
tremely productive. Many buyers 
do not go to fairs with the intention 
of making immediate orders. They 


go to shop the line. Buying deci- 
sions are made later. It is sheer 
folly, then, to exchange cards with 
a buyer and forget about him once 
the fair is finished. 


5. Be distinctive. This is really 
important! With so many exhibitors 
in the field . . there are more than 
11,000 at Milan . . it’s difficult not 
to look merely like another pea in 
the pod. The trick is to avoid me- 
chanical thinking when planning an 
exhibit. It pays to try to be as 
striking as possible. 

British firms, ever alert to export 
opportunities, are making a special 
effort to be distinctive this spring. 
Special exhibits are being prepared 
for the Utrecht and Brussels fairs. 
The products will be carefully 

Continued on page 64 





Not for U. S. exporters .. 


From Baghdad to Birmingham, 


British fairs push home industries 


® LONDON .. Trade fairs in Britain 
are designed almost exclusively for 
promotion of home industries. Com- 
panies without manufacturing facil- 
ities in Britain can rarely exhibit 
here. 

The No. 1 exhibition is the annual 
British Industries Fair, held in May 
at London and Birmingham (heavy 
industries section). The fair is run 
by the government, but it is now 
planned to turn the management 
over to a public corporation. 

As Britain’s chief fair, the BIF is 
promoted extensively. Some $250,- 
000 is spent annually to attract buy- 
ers, particularly in the U.S. 

Another fair being promoted 
heavily this year is the Scottish In- 
dustries Exhibition, scheduled for 
Glasgow Sept. 2-18. No less than 
200,000 brochures are being distrib- 
uted in the U.S. and the Scots aim 
to get 3,000 posters up in North 
American offices. 


Market in Iraq . . Even more re- 
markable are the British plans for 
the Baghdad fair, to be held from 
Oct. 25 to Nov. 8. This is going to 
be an all-British promotional effort. 


The Federation of British Industries 
is taking 1,000,000 square feet of 
desert land outside Baghdad and 
transforming it into an elaborate 
exhibition for British goods of all 
kinds. It’s a dramatic bid to de- 
velop British markets in _ Iraq. 
Among the highlights of the Bagh- 
dad fair will be the following: 

1. A fountain with the largest jet 
in the world . . 100 feet high. The 
fountai1 will be colored and scented 
to appeal to the Iraqi’s love of per- 
fume. 

2. Television will be shown in 
Iraq for the first time. 

3. Iraq will get its first ice rink, 
which will serve as a demonstration 
of a British air-conditioning plant, 
since the ice will have to be pre- 
served in the face of 80-degree tem- 
peratures. 

4. A large demonstration area for 
earth-moving equipment. 

5. Electricity will be supplied en- 
tirely by actual exhibits of genera- 
tors. 

6. Two British locomotives will be 
used . . and exhibited . . on a track 
running from the fair to a nearby 
railway line. * 











on your competition 


When a prospect reads your advertisement and decides that 
your product might do a job for him, the chances are he is 
going to want more information, fast. 

But once he’s that much interested, he’s pretty sure to 
read your competitors’ ads, too. 


So how can you get a head start in the 

race to the dotted line? 
Here’s how: any time this interested prospect has to send for 
product information, he’s going to have to wait about 10 days 
to get it. But if you can refer him immediately to printed prod- 
uct information that you have already anchored in his own 
Office in a way that makes it easy for him to put his hands 
on it... you get a 10-day head start on every competitor who 
makes him wait. 

Just two simple steps will give you this competitive advan- 
tage: All you do is anchor good product information in the 
offices of your best prospects the way 1,550 manufacturers 
anchor it—in the appropriate collection of manufacturers’ 
catalogs that are assembled, bound and delivered to industrial 


ae. > z 


buyers by Sweet's Catalog Service. Then direct attention to it 
in every ad you publish or mail. 


You can measure the importance of 
catalogs in getting orders 


The National Industrial Advertisers Association’s “Survey of 
Industrial Buying Practices” revealed that, with 60.1% of the 
1383 makes considered, printed product information con- 
trolled a supplier’s chances of getting the order. 

The Sales Executives Club of New York found, in a recent 
survey of industrial sales costs, that the estimated cost of pro- 
ducing an order drops from an average of $187.39 on cold 
calls to $44.89 on calls made after a prospect has studied a 
supplier’s catalog and invited his salesman to call. 

If you’d like more information about these independent 
studies, there’s a Sweet’s district manager as near as your tele- 
phone . . . ready to hop over with full details. 


‘*The more your catalog is used, by potential customers, the 
more often your representatives will be invited to call!”’ 


Sweet’s Catalog Service iivision of. w. v0d9¢ corporation) 


designers, producers and distributors of manufacturers’ catalogs for the industrial and construction fields 
Dept. 75, 119 W. 40th Street, New York 18, N. Y. 


Atlanta 3, 133 Carnegie Way, WAlnut 6516 » Boston 16, 31 St. James Avenue, HAncock 6-0700 ° Buffalo 2, 70 Niagara Street, MAdison 1200 

Chicago 54, 700 Merchandise Mart, WHitenall 4-4400 © Cincinnati 2, 708 American Building, GArfield 2800 ¢ Cleveland 15, 1422 Euclid Avenue, CHerry 1-7256 

Dallas 1, 1314 Wood Street, RAndolph 9073 «© Detroit 26, 531 Free Press Building, WOodward 1-2745 © Los Angeles 17, 1709 West 8th Street, DUnkirk 3-1177 

New York 18, 119 West 40th Street, Oxford 5-3000 © Philadelphia 7, 1321 Arch Street, LOcust 7-4326 © Pittsburgh 19, 411 Seventh Avenue, ATiantic 1-8220 
St. Lowis 1, 721 Olive Street, CHestnut 7388 © San Francisco S, 55 New Montgomery Street, GArfield 1-1324 i 
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How much of what are textile mills buying? 
SURVEY-MiILL ‘A’ 


Here are actual purchases made in one year by a mill with 56,000 spin- 
dles. Mill “A” is just one of 1,756 spinning mills in the U. S. that operate 
a total of over 32 million spindles. Though the name and location of 
Mill ‘““A”—of which only a partial listing of annual purchases are shown 
here—cannot be divulged, a T.I. representative will gladly show you 
complete figures for this mill and a number of others. 


Acetylene welding cylinders. 32 
Aprons, long draft, 

spinning 
Bands, steel 
Bearings 
Belting, leather 3,335 ft. 
Belts, ‘’\I’”’ 310 
Bulbs, incandescent 
Casters 
Cots, spinning 

and roving 


33,694 Ibs. 
1,912 ft. 


Grease, cup 
Hose, air 


Oil, lubricating 3,330 gal. 
Oxygen, welding 
Packing materials . .$70,196.00 
Paint (includes 

mill village). . . .$78,069.00 
Paper products $23,164.00 
Parts, spinning 

frames $25,754.00 
Parts, total $103,576.38 
Pencils 
Saddles, spinning frame . 
Soap, scouring 
Starch 
Supplies, electrical. .$50,610.00 
Supplies, hardware . $27,915.00 
Tubes, fluorescent light. . . 1,472 
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INDUSTRIES 
advertising medium 


Look at one big division of the market alone—the country’s 1756 spinning mills. 
See what T. I. does for you there; why it produces more sales from advertising. 
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U.S. mill circulation available. Its 
readership by mill presidents, super- 


includes penetration into overseers 
and operating personnel. These 


Through a carefully planned com- 
bination of paid circulation and 
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directed distribution, TEXTILE IN- 
DUSTRIES is read by the buyers in 
98% of U.S. spinning mills.” In 
every case this includes one or more 
Class A readers (superintendents or 
“front office’). In most cases it also 


mills operate 99.9% of all spindles 
in the country. 

This remarkable coverage pattern 
extends to all other divisions of the 
industry. The result is that TEXTILE 
INDUSTRIES gives you the largest 


intendents and top executives is un- 
equalled. To sell the whole industry, 
TEXTILE INDUSTRIES is your basic 
advertising medium. 

TEXTILE INDUSTRIES — 806 Peachtree 
Street, N.E., Atlanta 5, Georgia. 
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Here is the most complete unit coverage and 
thorough penetration of U.S. textile buying 
power available to you. TEXTILE INDUSTRIES 
carries the editorial assistance, industry news 
and advertising sought for by mill executives 
and supervisors in— 


LOOK 
AT THE 
FACTS: 
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98% of U.S. spinning mills — with 99% of the spindles 
93% of U.S. weaving mills — with 99.7% of the looms 
78% of U.S. knitting mills — with 98% of the machines 


93% of U.S. dyeing, bleaching, finishing plants and 
departments — doing 98% of the volume 


100% of U.S. synthetic fibre manufacturing plants 
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You buy no waste circulation. You get more for your advertising 
dollar. Only T.1. gives you this complete unit coverage plus pene- 
tration for textile mill selling. TExTILE INDUSTRIES is your basic 
advertising medium. 
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What European trade shows offer you . . begins on p. 54 


chosen and the Council of Indus- 
trial Design will help stage the dis- 
plays. 

6. The European fair is more 
than a trade fair. In many ways 
it’s like the County Fair back home. 
It’s a festival for thousands of peo- 
ple. They throng to the fair and 
gladly scoop up anything you have 
to offer. Even if you are not in- 
terested in promoting to the con- 
sumer, this factor must be kept in 
mind when designing an exhibit: 
a fragile stand may not wear well 
against the impact of the crowds. 

Advertising managers of indus- 
trial companies admit frankly that 
“the public is a damn _ nuisance.” 
But big crowds are, of course, im- 
portant to the exhibition organizers. 
Admission prices are high and there 
is a substantial “gate” at the end 
of a fair. 

The huge number of people at 
fairs presents a particularly com- 
plex problem to the industrial firm 
which makes a variety of products. 


Such exhibitors tend to produce a 
“catch-all” exhibit, showing the 
various uses of their products. This 
may be very educational, but it is 
usually too general to attract the 
interest of buyers. 

Despite the disadvantage of “too 
many people,” industrial companies 
apparently think it worthwhile to 
show at a big trade fair, even if it 
is only to “put in an appearance” 
through an agent. Exhibition or- 
ganizers are aware of the disadvan- 
tage of public attendance, and they 
try to get around it by reserving 
one or two days of the fair for 
“buyers only.” 

7. If you or other members of 
your company plan to attend a 
European fair, be certain of book- 
ing hotel rooms well in advance. 
The population of cities expands 
fantastically during exhibition time. 
I made the error of arriving in 
Milan last April without any reser- 
vations. I finally secured a room, 
far from the center of the city and 


far from the fair grounds. I paid 
3,000 lire (about $5) a day for a 
room which the landlady freely 
admitted was available for 700 lire 
during the 50 weeks preceding the 
fair. 


Epilogue .. It’s a truism that you 
don’t undertake a campaign without 
fitting it into the over-all sales pro- 
gram. This goes doubly for Euro- 
pean trade fairs. There appear to 
be plenty of industrial ad managers 
who are using European fairs in a 
haphazard manner. They use them 
for “prestige,” or because “we have 
always used it,’ or because “our 
competitors are there,” or because 
“our agents think it’s a good idea.” 

There is little evaluation of the 
specific part the exhibition plays in 
the sales program. One thing is 
certain: the exhibition is not the 
place for a one-shot promotion. If 
you use it this way, you are likely 
to get drowned. Like any other 
medium, this one can only pay 
dividends if it is used well. Very 
few firms, say the specialists here, 


‘are using it well today. 





1954 sales can surpass 1953; 
coordination is key, AMA told 


The big needs: 


® HARD-DIGGING and sales teamwork 
are the keys to holding business 
volume at a high level . . even to the 
boom level of last year. That was 
the message of the speakers at a 
three-day marketing conference of 
the American Management Associa- 
tion, held in New York. 

Opening speaker Stanley C. Hope, 
president, Esso Standard Oil Co., 
said business volume in 1954 can 
equal or surpass that of 1953 “if you 
get out and sell.” 

Other speakers told in detail how 
that selling should be done. 

“Tomorrow’s gold lies deep,” said 
Dr. C. W. Walton, general manager 
of the adhesives and coatings divi- 
sion of Minnesota Mining & Mfg. 
Co., Detroit. “Some farsighted plan- 
ning, some modern digging tech- 
niques will find it.” 
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planning, organization, procedures 


He added that “a coordinated, co- 
ope“ative, specifically planned new 
product development program .in 
the environment of an enlightened 
management philosophy is one ma- 
jor key to success.” 

Edward S. McKay, General Elec- 
tric marketing expert, outlined these 
steps in his company’s successful 
marketing program: plan what is to 
be done after careful research, or- 
ganize to make clear who is to do 
the various parts of the marketing 
job, and set up management pro- 
cedures that will assure the organ- 
ization’s carrying out the plan. 


Authority Needed .. The modern 
marketing manager is the person to 
see that this operation functions 
smoothly, according to Mr. McKay. 

“Since the work of the modern 


marketing manager is leadership by 
persuasion,” he said, “his responsi- 
bility must be far greater than that 
assigned to the sales manager under 
old concepts of organization, and he 
must have authority over all the 
functions of the business which are 
essential to meeting this responsi- 
bility.” 

S. B. Jurenev, assistant to the 
board chairman of Continental Oil 
Co., New York, warned the business 
executives that accurate predictions 
of product demand must be substi- 
tuted for the “dream and quota” 
type of sales forecast. 

Mr. Jurenev listed these steps 
necessary to get such accurate fore- 
casts: general guidance from people 
in the field as to what is to be ex- 
pected in general business condi- 
tions and in industry demand; a 
frank and intelligent appraisal of 
local prospects by regions, in the 
light of such trends; complete and 
prompt check of regional estimates 
against actual company and indus- 
try performance, and a final follow- 
up on sales performance through a 
check of inventory figures. & 

















How to Make Your Wampum Count 


For the tobacconist of yesterday, the choice of advertising media was a 

simple one. The wooden Indian outside his door announced to passing Many corporate executives 

prospects: “Cigars sold here.” in addition to the advertising manager 
Today, however, the selection of advertising media involves the active participate in media decisions 

participation of many corporate executives. A study conducted in 1953 a a a 

by the McGraw-Hill Research Department showed that nearly three exec- study among 2,525 executives in 609 major 

utives—in addition to the advertising manager—participate in media deci- aR: Deas ere Lene Tren SH 

: ; s a executives in 288 companies. The question 

sions. The study also showed that two executives—in addition to the asked was: “Who in your company, in addi- 


advertising manager—select specific media. tion to the advertising manager, participates 
in media decisions?’ Copies of the complete 


These facts confirm the judgement of leading media advertisers who, report are available on request. 
for the past 10 years, have placed more advertising pages in Business Companies in Which 
Week than in any other general-business or news magazine. These ad- Title Executives Participate 


vertisers know that Business Week reaches more management men per RsardiSl WirSStOIes eos. ce ce 


advertising dollar than any other magazine in its field. President...... 53% 

B = Vice President...... .. 61% 

' Secretary-Treasurer . . 8% 

YOU ADVERTISE IN BUSINESS WEEK WHEN General Monager .. 27% 

YOU WANT TO INFLUENCE MANAGEMENT MEN Sales Manager , 78% 
Product or 

Regional Sales Manager vita We 


B U S I N E S S } ‘ Marketing Manager. . 
VV E E K | A McGRAW- HILL PUBLICATION 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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Survey Reveals Amazing Proportion of 
Orders Resulting from Inquiries Produced 





The C-MPD representative in your area will gladly give 
you a more detailed report of this survey, and at the 
same time show you how your company, too, can re- 
ceive orders and brying inquiries through the CONOVER- 
MAST PURCHASING DIRECTORY. 


WRITE TODAY 


Conover-Mast 
PURCHASING DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. 


BRANCH 


on a. . LEVELANET . AN 


The research department of 
CONOVER-MAST PURCHASING 
DIRECTORY recently conducted a 
nation-wide survey to determine the 
proportion of inquiries produced 

by C-MPD which resulted in actual 
orders. Questionnaires were sent to 
1,450 names selected from the 
C-MPD latest inquiry file. 


Here are the Results 


The 817 users who responded to the 
questionnaire reported that of the 
4,541 inquiries which they sent to 
companies listed in CONOVER- MAST 
PuRCHASING DrrEcToRY, 2,575 or- 
ders were placed. In the case of 
1,783 of these orders, the amount of 
business was specified—and it 
totalled $3,392,187.21. 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


Total Circulation 
9812 25,132 CCA 
ad Dec. 1952 


CMPD VKYAN) 


THOMAS’ 
REGISTER 


21,000 ABC 
Dec. 1952 


MANUFACTURING CIRCULATION ee ALL OTHER = 


CONSULT YOUR ADVERTISING AGENCY 














ee Peddler . . Faithful 


literature dispenser, making use of one 


Iron Fireman doubles as a sales 


his many talents 


Iron Fireman switches line 
but trade-mark keeps selling 


By L. J. Cox Vice President 


® THIRTY-ONE 
years ago the 
brain of a Port- 
land, Ore., agen- 
cy executive 
gave birth to an 
angular, un- 
beautiful baby 

a little metal man earnestly 
clutching a large shovel heaped with 


THE IRON FIREMAN 


coal. 

Thus was born the Iron Fireman, 
a trade-mark that named its com- 
pany and one that has proclaimed 
the firm through 31 profitable years 

. one that has remained despite a 
change of the company’s product 
line which virtually left the Iron 
Fireman with nothing to shovel. 

Agency man Joseph R. Gerber of 
Portland conceived the Iron Fire- 
man to publicize stokers made by 
the Portland Wire & Iron Works. 
It went over so well that C. J. Park- 
er and T. H. Banfield, Iron Works’ 
owners, formed a firm called Iron 
Fireman Mfg. Co., which made only 
coal stokers. 

In 1925, the firm began national 


advertising with the sturdy steel 
shoulders of the Iron Fireman 


carrying the principal burden of 


popularizing the firm name. 

Business grew, and Iron Fireman 
spread a dealer and factory network 
throughout the U.S. and Canada. 
Headquarters moved to Cleveland. 

But, by the time World War II 
broke out, coal no longer was king 
of heating. Oil and gas wen, be- 
coming more and more important. 
Iron Fireman began making oil 
burners, then gas burners. 

With that change the firm faced a 
decision: whether to abandon its 
Iron Fireman trade-mark and adopt 
one that more aptly fitted all of its 
products. 

The Iron Fireman, of course, won 
out. He apparently can shovel gas 
and oil just as well as he shovels 
coal. Dealers say the Iron Fireman 
sign is tops in attracting attention. 

But best of all, and most convinc- 
ing of the trade-mark’s effective- 
ness, is that never since the com- 
pany was incorporated has Iron 
Fireman failed to make a profit. # 


STOW FIREM 
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Trusty Trade-Mark . . Re: 








Dealers’ Dream .. 





Dual Triple Fuel Firing 


uses OIL, GAStor COAL 


Fuel switch saves 510 
in two months... 


Hyde Park laundry, Chicago, cuts 
costs by quick changeover 


AUTOMATIC FIRING 


Tron Fireman 
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Big Billing . . Trade-mark pushes id 


tity in tf 
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e@ ®@ 8 Want to be the hit of your 
next NIAA chapter meeting? Study this FooD ENGINEERING article on 
how to un-wrinkle a raisin. Actually, it’s about a new vacuum process 
for making those puffy after-dinner mints. But the equipment also can 
produce more nutritious puffed cereals, better dehydrated fruits, vege- 
tables, and meats—and king-size, un-wrinkled raisins. See? A new 
engineering idea in one kind of food plant usually applies in others. 
Makes for a community of interest, doesn’t it? Makes food one giant 
industry. Makes food hot—one of your hottest industrial markets. 


why it boils: After skidding for years, food-plant efficiency 
has soared 21% since 1947. And these boys have only begun to apply 
engineering. Despite a general decline in capital spending by manufac- 
turers this year, food plants will maintain their ’53 rate: $841 million 
for plant and equipment alone. 


FE passes the LTAVY by helping each kind of food 


plant profit by the engineering experience of the others .. . bakery, 
brewery, cannery, candy plant, dairy, meat plant. 


Seems we do that job best. FooD ENGINEERING’s all-paid circulation has 
doubled in 8 years. The men who buy vote FE tops in every industry- 
wide readership poll. FE carries by far the largest advertising volume 
among industry-wide food-plant magazines. It keeps growing. And 
many advertisers who want inquiries say we out-pull all other food- 
plant magazines. 


To puff up raisins—or put wind in your sales—use FOOD ENGINEERING. 


Hot book. Hot market. 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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“The final success of our company depends as much on our Purchasing Department 
as it does on any other phase of our operations.”’ 


T. M. EVANS, President, H. K. Porter Company, Inc. 


{Vhen vou consider that most major companies pay out roughly 

50°; of their sales income for goods and services purchased from uf you sell to 

others, it is clear that purchasing plays a basic part in profit- industry ... use PURCHASING 

able company operation. Recognizing the importance of today’s 

Purchasing Agent, leading industrial advertisers have made NB P. 

PURCHASING Magazine the basic medium on their advertising 

schedules. For PURCHASING is the only national publication serving 

the interests and needs of PAs throughout industry. It offers you 

the largest available coverage of industrial purchasing executives. BPA 
PURCHASING * hatin 
205 East 42nd Street, New York 17, N. Y. 


The basic magazine on any industrial advertising schedule! 
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3M’s imaginative campaign 
boosts readership and sales 


® wHY, TWO months ago, we fa- 
vored LeTourneau-Westinghouse 
advertising over Minnesota Mining 
advertising as the basis of our selec- 
tion of Man-of-the-Year, is some- 
thing we would be hard put to spell 
out. 

Both campaigns . . as well as the 
Air Express campaign which “also 
ran” .. are advertising at its very 
best. 

We wish we had something better 
than “honorable mention” with 
which to award C. 0. MOOSBRUGGER, 
director of advertising of Minnesota 
Mining and Manufacturing Co., for 
two campaigns which deserve study 
by all industrial admen. 

The first campaign is on tapes, 
known to all of you, we're sure, 
under the “Scotch’ Brand.” 

You're probably familiar with the 
“wrestlers” campaign, in each ad of 
which, some more or less famous 
professional wrestler demonstrates 
failure to break Scotch Brand fila- 
ment tape. Headline (bold and 
black) is always “World's Strongest 
Tape?,’ and that’s interesting for 
the reason that putting the question 
mark at the end, in effect letting the 
reader make up his mind, actually 
makes a more convincing headline 
than if the question mark were left 
off. (Oh, the forcefulness of under- 
statement! When will we all learn?) 

The picture of a frustrated “Hard- 
Boiled” Haggerty or whoever, is the 
largest of seven photos in the stand- 
ard layout, the seventh being the 
Scotch Brand label handled as an 
illustrative element of the ad. 

The other five pictures represent 
industrial applications of the tape 

square-up halftone, with almost 
always a person in the scene, and 


a five-line caption having a single 
bold-face lead-in such as, in one 
ad, “Reinforcing, Bundling, Holding, 
Palletizing, Applying.” 

Copy sticks to business. Here are 
the captions for the ad just men- 
tioned: 





xX 


ustom-bult hana aispenser speeas 
plication. For a FREE sample roll 
tape for testing purposes, write Minnesota 


As 


Mining & 


Spreads are used to promote 
tapes, allowing 
enough room to present a number 
of applications to stimulate the 
reader's imagination. One applica- 
tion gets top billing; “A Picture in 
a Minute ... Thanks to Tape” be- 
ing the story of how “6 different 
‘Scotch’ Pressure-Sensitive Tapes 
do 7 vital jobs in each roll of Po- 
laroid film to make this amazing 
camera possible.” This application 
is described in some detail, then the 
line “. . . And Tape Works More 
Wonders for Industry Than You'd 
Ever Believe” introduces picture- 
caption descriptions of other appli- 
The caption headings are 


pressure-sensitive 


cations. 
provocative: 





strongest 
tape? 








World’s 
strongest 


 ScoTcH 
FILAMENT 
TAPES : 
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A BALL PARK FULL OF 


PROOF OF READERSHIP 


Photo at Comiskey Park, home of the Chicago White Sox 


mete . Sos 
eR ulate cee ss = 


Here are facts 


...not claims based 
on “what folks say!” 


434 feet proof of readership 
circle all bases . . . and then 
some ... at Comiskey Park, 
Chicago. Each 814” x 11” sheet 
has 20 names (with firms and 
titles) of readers who took 
known action —all from a sin- 
gle issue! 

No name left out . . . no “pick- 
ing for quality”...just known 
facts of reading. 


Why not “make us prove it?” 


“seeing is believing’’. . . we'd 
welcome an opportunity to 
show this proof to you in per- 
son ...so you can check every 
name on this 434 feet of proof 
(if you’ve got the time!) ... so 
you can decide for yourself. 

Just write us, “Come on 
over, bring the proof’. . . and 
we'll be there. 
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KNOWN READER ACTIONS 


from a single issue of 


CHEMICAL PROCESSING 


AMAZING? ...Yes, itis .. . yet such reader action is the logical 
result of EDITORIAL LEADERSHIP plus truly EFFECTIVE CIRCULATION 
COVERAGE.* 
It is amazing only in comparison with “proofs of readership” 
usually offered advertising buyers. 
No other chemical magazine has ever submitted such over- 
whelming, indisputable facts of reader interest...of reader action. 
This is a new kind of “readership study”. . . which surpasses 
all others in — 
a. Quantity of sample 
b. Soundness of technique 


This is an AupIT of the KNOWN FACTs of reader performance, the 
direct result of readership. 
How is this audit made? . . . the copy at left tells the story. 


*98.13% of Chemical Processing’s circulation is “‘Verified’’ by CCA Audit, as meeting the highest 
standards ever set by any audit bureau 











PUBLISHING 


PUTMAN PUBLISHING COMPANY 


111 East Delaware Place, Chicago 11, Illinois 


Publishers of: Food Processing 
Food Marketing * Chemical Processing 


New York * Cleveland * Detroit * Rochester, N. Y. 
St. Louis * Los Angeles * San Francisco * Portland 


oo Ba 


THESE “AIDS” 
WILL HELP, TOO! 


Ask for any...orall... 
there’s no charge 


How to Buy Better EDITORIAL VALUES — 
Answers to 37 questions every 
advertising buyer should ask. 


How to Buy Better CIRCULATION VALUES 
—Arfswers to 23 questions 
that puzzle advertisers. 


AUDIT OF KNOWN READERSHIP —a real 
“readership study”. . . built with facts. 
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Tape That Sweeps 


One of these spreads is especially 
loaded with human interest. Main 
picture is of a high-altitude re- 
search balloon, “often mistaken for 
flying saucers.” Headline is “How 
Tape Keeps ‘Flying Saucers’ Flying 

Tells Time Traps Rivets 
Fights Cold.” 

Eight other picture-captions pro- 

ceed from the headline: for ex- 


ample: 


There’s a big coupon in each of 
these spreads, and the reader is in- 
vited to request “a free plant survey 
by a qualified 3M engineer. Let him 
show you how others have made 
substantial savings through the use 
of tape.” 

Ads like these run in the more 
When filament 
tapes are advertised in, say, the 


horizontal media. 


grocery trade papers, the same for- 
mat is used: 

“New Tear Strip Container Cuts 
Store Handling Time 1/3” starts off 
the following General 
Mills’ brands “first with 
revolutionary containers that speed 
opening, pricing, stocking and dis- 


story on 
being 


play building”: 
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manufacturers who 
Tear Strip Containers to leading 


Six picture captions follow, and 


the headings will give you an idea: 


The ad then lists the container 


“now supply 


food packagers.” Finally, the tag 
line: “Watch the Big Brands Turn 
To Tear Strip Containers.” 

A particularly interesting cam- 
paign runs in Graphic Arts Monthly, 
a pocket-size publication. Despite 
the small area, there are four 
picture-caption combinations under 
such failure-proof headlines as, 
“How to Mount a Cut in 25 Sec- 
onds’ and “How to Get Faster 
Flush Mounting.” 

There's also a big market for tape 
used for marking traffic lanes in 
factories. As one ad describes the 
application: 


Continued on page 76 








How TAPE keeps “flying saucers” flying... 
tells time...traps rivets... fights cold 


SCOTCH -+»Over 200 pressure-sensitive t 


japes...engineered for every industrial use! 


Fi 








scially loaded with | 








New Tear Strip Container 
cuts store handling time 1/3 


Famous General Mills’ brands ave first with revolutionary 


containers thal speed opening. priciag stocking and disptay baiiding 





These manufacturers now supply Tear Strip Containers 
to leading food packagers coast to coast | 


| 








Watch the big brands turn to TEAR STRIP CONTAINERS 


§coTCcH ate 


FILAMENT TAPE 














REACH — PE’s two editions, one for pipeline 
specialists; one for management .. . carry your ads 
a step farther than ordinary oil paper space . . . direct 
to the heart of the reader’s interest, by his own re- 
quest. Make your own analysis of this better visibility. 


COVER — PE leads all publications in ABC pipe- 
line circulation gained for the past five years. This 
top quality and quantity pipeline circulation could 
only result from the industry’s top pipeline editorial 
job. Make your own analysis of this better circulation 
and editorial. 


SELL— Here’s how PE’s publishing plan permits 
you to buy only the circulation you need .. . lets 
you selb at a savings .. . visibility and circulation 
advantages not withstanding. 


FOR SPECIALIZED COVERAGE: 


For Specialized Coverage: If your products or serv- 
ices are sold in just one division of the petroleum 
industry, buy space in one of these three specialized 
editions: Drilling and Production Edition or Refining 
and Petrochemical Edition or Oil and Gas Pipelining 
Edition. Now, in addition, and at no extra cost, your 
advertisement placed in any one of these Specialized 
Editions is also distributed to an all-important seg- 
ment of additional subscribers by the Combined Edi- 
tion. This edition is simply a composite of the three 
specialized editions, subscribed to by all those oper- 
ating men who prefer editorial coverage of the entire 
industry. 


This means that a drilling-producing ad goes in two 
editions to 15,112* ABC subscribers; a refining-petro- 
chemical ad goes in two editions to 7,959* ABC sub- 
scribers; an oil and gas pipeline ad goes in two 
editions to 7,093* ABC subscribers. You pay only for 
the coverage you want. You reach both the Spe- 
cialized and Combined interest reader in the edition 
of his preference. 


FOR ALL-INDUSTRY COVERAGE: 


For ALL-Industry Coverage: Each of PE’s three Spe- 
cialized Editions ... and PE’s Combined Edition .. . 
contains a General Section of editorial interest to 
all petroleum readers. If your product or service 
demands all-industry coverage, you buy space in this 
General Section. This means your all-industry ad 
oes: in all four separate PE editions . . . to 22,674* 
ABC subscribers at a modest “across the board” rate. 
All four editions are published monthly .. . released 


THE OIL AND GAS simultaneously . . . with only one plate required. 
PIPELINING MARKET For complete information about The Petroleum 


Engineer’s Four-Editions Plan and sates ... write 
TODAY for. your copy of “Better Coverage”, Box 
1589-D, Dallas, Texas, 


*“As filed with the Audit Bureau of Circulations, subject to audit.” 
Ba 
<2 
not 1—not 2—not 3 


BUT « SEPARATE 
MAGAZINES 


P. O. BOX 1589 DALLAS, TEXAS 


PASADENA, CALIFORNIA: Richard P. McKey, 465 E. Union 


St., RYan 1-8779, NEw york: Joe B. Woods, 52 Vanderbilt MAY is PE’s Pipeline Progress Issue . . . summarizing eieonas 
. 2 — | i i 4 * or 


° = n y sy, — 
Ave., MUrray Hill 4-1880, cuicaco: E. V. Perkins, 53 your chead. Make your space reservation now! Copy deadline 
W. Jackson Blvd., HArrison 7-6883, pattas: Abbott April 1 


Sparks, STerling 4403. 
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Business Publications 


Every subscriber to a 
McGraw-Hill Publication hag been... 


LOCATED 


and identified through personal reading counselor contact . . . 
plant unit report .. . direct mail . . . or voluntary subscription. 


SCREENED 


.. . to make certain his job function makes him eligible to receive 
the publication. 


SOLD 


... on the value of subscribing to the specific publication suited to 
his job interests. 


SERVICED 


. .. with authoritative editorial discussions, and reportings, on new 
methods, materials, products, processes, services, techniques, shop 
practices, and short cuts pertinent to his specific business problems. 
Paid Business Publications musi consistently provide the right 

kind of help in order to deliver the values the reader pays for. 


McGRAW-HILL PUBLISHING COMPANY, INC. yrs Tie 


ApD 330 WEST 42nd STREET, NEW YORK 36, N. Y an: Se 
, } _ ‘Sayer 


HEADQUARTERS FOR BUSINESS INFORMATION 
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copy chasers... 


agence of tne 


advertising 


products adver- 


1. Sales of the 


tised are growing consistently 
15°, plus in 1953 

2. Inquiries from 
also up over 1952 by over 45 


3. Field 


generally 


comments on ads 
good The 
like the 


ads as represented by the two-page 


sales force 


particularly “tape idea” 
spreads 

4. We have heard of o1 
eral sales made solely by ad con- 
tact. That is, customers have phoned 


seen sev- 


Division. The campaign's objectives 


are stated as follows: 


1. To overcome the prejudice that 
coated abrasives cannot grind and 
finish competitively with grinding 
Wheels and set-up wheels 

2. To associate 3M Company with 
the development of this modern 
highspeed production method 

3. To identify our sales represen- 
tatives with the engineering of suc- 


cessful coated abrasives applications 


Picture-caption format is again 
used, but this time the message is 
problem-solution. Each ad_ starts 
off, “How Would You Solve It?’, 
then the “Production Problem’ is 


stated, the “solution” described, and 





How to mount a cut 
in 25 seconds 


ee —_ 


New tape for lane marking ' 
lasts 5 times longer! 


< 
citer, 20 slowdown of pe 
jut clean the Boor, put 

firmly with roller 


whee! wuck—ther’s a! tere @ % 


F 





How would you SOLVE IT? 


1 Production Problem: 
© inks ond qpenen. Tow os 





WANT MORE INFORMATION? 


Minne ute Moma CS 
Dept (A-1TR H Pow! & Minn. 








headline 


Accompanying picture-captions 
demonstrate the tape taking heavy 
traffic, being patched (“a cinch”) 
“many months after applica- 


and 
tion.” 
Occasionally, color is used to 
the application of 
tape in which cases it’s only the 
tape that gets the color. 
MR. MOOSBRUGGER reports as evli- 
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show colored 


excellent 


in orders for tape after seeing it ad- 
vertised. This is quite unusual for 
an industrial product like tape, in- 
asmuch as we do not talk prices in 
any ads and generally industrial 
tapes must be fitted carefully into 
specific uses in plants 

S. Starch 
on 20 of these ads and the ratings 
were extremely high with four of 
the ads placing first on “Noted” and 
two were second. On “Seen/Asso- 
ciated,” three of the ads placed first 


ratings were available 


in the magazines and one placed 
“Read Most”, two of 
the ads placed first 

The other 3M campaign we'd like 


to tell you about is for the Abrasive 


second. On 


solution 


finally “Results.” 

A job done for Towle Silversmiths 
is reported as follows: 
Production Problem: To cut unit 


trimming and lishing sterling silver 
ns. Towle Silversmiths 


Mass., wanted a modern 


‘ost method which could equal the 


} 


ts of patient, old-time craftsmar 


A 3M Representative sug 
this manufacturer switch te 


#150 Three-M-ite 


shaping fork tines 


using Grit 








BPA Ga 


Warn BPA’s new and optional Form B 
audit. paid circulation and controlled (un- 
paid) circulation are reported and audited 
separately. This measure was adopted because 
of repeated requests by leading associations 
representing the interests of advertisers, agen- 
cies and publishers for a bureau which would 
audit the complete circulations of business 
publications. 


In complying with these requests CCA _ be- 
came in fact a bureau devoted to business 
publication audits, concerned equally with 
both paid and unpaid circulation. With this 
far-reaching step, everyone associated with 
and_ publishing 
now realizes that the bureau took on new sig- 


business paper advertising 


nificance. As a result the name “Controlled 
Circulation Audit” no longer described the 
true scope of its services. 


The bureau’s official definition of controlled 
circulation is “that circulation which is within 
the field served and which conforms to recipi- 
ent qualification, as these are described by the 
publisher”. Technically, therefore, controlled 
circulation can be and is both paid and unpaid 
circulation. 


CCA 


Over the years, however. the circulations of 
CCA publications were predominantly unpaid 
— since this kind of circulation can be con- 
trolled more readily. The result is that today 
people think of controlled circulation in terms 
of unpaid circulation—and thought of CCA as 
an audit bureau especially concerned with un- 
paid circulation. 


That is why the CCA Board of Directors. after 
careful consideration and long deliberation, 
proposed to the membership that the bureau’s 
name be changed to BUSINESS PUBLICA- 
TIONS AUDIT of Circulation, Inc. That is 
why this proposal was approved by an over- 
whelming majority vote of the membership at 
CCA’s last Annual Meeting. And that is why 
on February 1, 1954, “BPA” officially re- 
placed “CCA”. 


All members, 193 advertisers and agencies 
and 365 business publications, as well as the 
advertising and publishing industry in gen- 
eral, will benefit from the broader scope and 
greater stature of BPA — a bureau dedicated 
exclusively to the needs of business publica- 
tion audits. No name could better describe 
such a bureau than... 


BUSINESS PUBLICATIONS AUDIT 
of CIRCULATION, Inc. 


420 LEXINGTON AVENUE ° NEW YORK 7, Ni ¥. 


Formerly Controlled Circulation Audit, Inc. 
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fort INTO FACTO RY 


A job that’s tough for industrial salesmen is 
seeing and selling the men who operate 
America’s plants. 


A job that advertising can do well—and at 
lower cost —is that of making contact with 
buying influences. 


And because FACTORY has more circula- 


tion and more readership in the Plant 







Operating Group than any other industrial 
magazine, more and more industrial adver- 

tisers are counting on FACTORY for the 
MAINTENANCE 


vital job of reaching the Plant Operating 
SUPERINTENDENT 


Group. 
& Y Want a measure of performance? Well, ad- 
<8 ee FACTORY SUPERINTENDENT vertisers invest more of their dollars in 


FACTORY than in any other monthly busi- 


ness publication. 


FACTORY can do the job of reaching the 
Plant Operating Group for you, too. 


FACTORY 


MANAGEMENT AND MAINTENANCE 





330 WEST 42nd STREET, NEW YORK 36, N. Y. 


@ ABP 








PRODUCTION CONTROL 
UPERINTENDENT 
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The Plant Operating Group 
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Space prevents further examples, 
but the results are reported as fol- 


LOWS: 


1. Sales for the advertised prod- 
icts continue to increase rapidly, 
though less than 20°. of the poten- 
tial has been realized. 

2. Starch ratings show steady im- 
provement and are far above aver- 
age, indicating interest in our story. 

3. There is also a slow but steady 
increase in the number and quality 
of inquiries we are getting, also in- 
dicating an increasing interest. 
4. Our 


more and more appreciation of the 


salesmen are showing 
advertising. suggesting that they are 
feeling its greater effect. The use of 
ad reprints by salesmen has nearly 


doubled in the past year. 


There are several other 3M cam- 
paigns which really deserve mention 
here. but we have room left only to 
say that MR. MOOSBRUGGER wishes to 
acknowledge the contributions made 
by the Copy Chasers. 


Hard Sell? 

In the December issue of a tex- 
tile industry publication, we found 
the following devices used by ad- 
vertisers in the mistaken belief they 


would help sell goods to the de- 
pressed textile industry: 


Where's all the “hard sell” 
were told to expect? 


Best of the New Year 

This is written not long after the 
start of the New Year. So far our 
eye has been taken by the follow- 
ing: 

*%Doehler-Jarvis’ (division of Na- 
tional Lead) spread which demon- 
editorial sense with 
its story of “How Doehler-Jarvis 
Helped Singer Develop . . a New 
Way to Build Precision Into Parts 
and make a fine product finer than 
ever. That's a long headline, but 
note how skillfully the layout man 
and type specifier handled it. 

Read a bit of the excellent copy: 


strates a fine 


market. 


other takes c 


and then copy goes on to tell what 
“Tripod” Control Dimensioning 
means. This is further explained 
by a drawing of the “tripod.” 

But isn’t that nice copy? We'd 
like to bring forward for your ap- 
plause: LARS EKWURZEL, copywriter, 
Marschalk & Pratt, Toledo. 

*The funny-looking ad 
duced nearby is something pretty 
unusual for business paper adver- 
tising. It ran in behalf of Schlum- 
berger Well Surveying Corp. While 
it defies description, we hope you 
can see enough of it to get an idea. 
Too bad the full-color treatment 
doesn’t show. This isn’t the sort of 
thing we'd recommend generally, 
but it undoubtedly succeeds the first 
time around. Created by EARL RIVES, 
Rives, Dyke & Co., Houston, and 
RIEKE, of Schlumberger, Jo 


repro- 


R. oR. 
SPIER, artist. 
*°A Problem Is Solved ... Waste 


Continued on page 82 





How Doehler-Jarvis Helped Singer Develop 


eee a new way 


to build precision 
and make a fine product 








the "‘tripeds” 


that control 


precision 


into parts 
finer than ever 


Doehler-Jarvis 
Division 
inushaeas Ashe icity 
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OPERATORS PREFER 


WAY 


SCALUMBERGER. 











Schlumberger . . funny looking, but succeeds 











HE leaders know there’s no substitute for the reader confidence, 


Rollo the Lead reader loyalty and just plain readership earned by high I.Q. editorial. 
| W Thirteen national awards prove Domestic Engineering's editorial pre- 
. eminence. Four hundred and 80-odd advertisers, currently using this 
ed OF THE publication, know that high editorial intelligence attracts intelligent 
rae Baa ere ') readers, and that such readers do the vast bulk of the business in this 
industry. 

You too can get better results from your advertising budget when you 

concentrate in Domestic Engineering. Let us explain why and how. 








THEY 


JANUARY + 1954 


THEIR ADVERTISING 








WHERE THE BIG 


BUYING POWER 


ITS READERSHIP 


_—= ae oe oe ee oe 


CONSULT YOUR | 
ADVERTISING AGENCY 


MEMBER AUDIT BUREAU OF CIRCULATIONS 


Want more evidence? Then listen to the Services for advertisers: 
uncompromising snap of the five-dollar 1. Merketing and research assistance. 
bills. Readers lay it on the line to get 2. Co.nplete mailing service for mprint, cata- 
Domestic Engineering, the only fully- logs, etc. 
AS ee paid publication covering the over-all . Free manufacturers’ representative service. 
ENGINEERING } told of ol bi h ARM gen aii Re 4. Domestic Engineering Catalog Directory 

: held of plumbing, eating, air Ccondition- . A‘complete portfolio (aids, film strips, dis- 
Phgmnres FrBIMe 58 (ompiroemine - srriiaRCrD | ing and related appliances. plays) for sales meetings. 


amest[e 
MAGAZINE 


1801 PRAIRIE AVE., CHICAGO 16, ILLINOIS 
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A problem is solved 
Waste is eliminated 
Profits increased 
all with the help of Swe Portable Showease’ 


Swift & COMPANY 


YOUR SWIFT SALESMAN 15 TRAINED TO HELP YOU SELLY 














Is Eliminated . . . Profits Increased” 
is a headline that can’t be criticized 
on any grounds. This ad, run by 
Swift & Co., tells food retailers how 
a dealer who could sell chuck and 
rib roasts but couldn’t move the 
shank and plate left 
helped by the Swift salesman and 


“The Portable 


to make more sales out 


over, was 
a manual called 
Showcase” 
of every hunk of beef. 

Hard-hitting copy by ROBERT WAL- 
LACE, copywriter, J. Walter Thomp- 
son, Chicago 


*%We don't quote from DuPont’s 
ad, but we hope you can tell from 
the cut that this ad is loaded with 
the type of information that will 
lead chemical companies to favor 
(or specify) equipment using Teflon 
components. Written by J. c. HAR- 
MON and R. B. BOWMAN, copywriters, 
Batten, Barton, Durstine & Osborn, 
New York. 

*Finally, we'd like to cite a piece 
of copy written for Hanna Engi- 
neering Works. Apparently Hanna 
has a problem of being considered 


This 
typewriter of a 


high-priced. problem was 
thrown into the 
good copy man, and here’s what he 
came up with: “What Is It That 
Makes One Cylinder Better Than 


Another?” 


out to buy silverware 
ut question the difference 
> between sterling and plate. With 
ilversmiths, they know that the 
the intrinsic 
erformance and life 
expectancy... - 

There’s a marked difference in cylinders, 
As in the case of many other prod- 
t isn't always apparent to the naked 

there, nonetheless, and over a 
time the difference makes itself 
If, on occasion, you have been 
1igher price on Hanna cylinders 
competitive cylinders, you may 
ndered what accounts for the 
What exactly are the differ 
ences that make Hanna cylinders a better 
vestment? 
or one thing, the tube of every 
cylinder is centrifugally cast 

(1-1/16” av. thickness), accur 

>d and honed for low friction 
il seal. Cast Meehanite is 

it lends cylinder tubes great 
lity and more stul 


external damage 


And so on. 

We think that’s fine copy . . re- 
laxed but sincere, technical but 
clear. The man with the type- 
writer: WALLY SCHNELL, Schnell & 
Associates, Chicago. 

The Copy Chasers 





How Properties of Dw Pont ‘“Tefloa’” 
improve Performance of Pump Components 
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Send for your copy of the new 
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Hanna . . relaxed but sincere 
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Machinery Makers Use PACKAGING | SETTER BREAK FOR ALL ADVERTISERS, 
LARGE OR SMALL.. UP TO 66% MORE SPACE 


| 

PARADE For Full Market Coverage PER UNIT, EACH NEXT TO LIVE EDITORIAL 
| 
| 


To reach more genuine prospects at the lowest 
cost per contact, these “Who’s Who” machin- 
ery manufacturers schedule regular space in 


PACKAGING PARADE: 


No matter how large or small the individual budget, PACKAGING PARADE 
gives the advertiser a better chance for effective impact on the men he wants 
to reach with his sales story. 


The advertiser with a smaller budget gets an exceptional break in PACKAGING 
PARADE—a much better one than he can usually get in ordinary magazines. 


A-B-C PACKAGING MACHINE CORP. cag 
In the first place, he can choose from among 8 effective space units, each giving 


AMERICAN TYPE FOUNDERS 


AMSCO PACKAGING MACHINERY, INC. 
ANDERSON BROS. MANUFACTURING CO. 
BARTELT ENGINEERING CO. 

BETTER PACKAGES, INC. 

E. L. BIVANS, INC. 

BROWN BAG FILLING MACHINE CO., INC. 
CHAMPLAIN COMPANY, INC. 

CLYBOURN MACHINE CORP. 

ARTHUR COLTON CO. 


CONSOLIDATED PACKAGING MACHINERY CORP. 


CONTAINER EQUIPMENT CORP. 
ECONOMIC MACHINERY CO. 
ELGIN MANUFACTURING CO. 
EXACT WEIGHT SCALE CO., THE 
FRAZIER & SON 

GISHOLT MACHINE CO. 
ADOLPH GOTTSCHO, INC. 
HAYSSEN MANUFACTURING CO. 
HOPE MACHINE CO. 
HUDSON-SHARP MACHINE CO. 
IDEAL STENCIL MACHINE CO. 


INDUSTRIAL MARKING EQUIPMENT CO., INC. 


INMAN MANUFACTURING CO., INC. 
INTERNATIONAL STAPLE & MACHINE CO. 
ISLAND EQUIPMENT CORP. 

R. A. JONES & CO., INC. 

KARL KIEFER MACHINE CO., THE 

LYNCH CORPORATION 

MACHINERY SERVICE CO. 

MARSH STENCIL MACHINE CO. 


MILLER WRAPPING & SEALING MACHINE CO. 


KENNETH J. MOORE & CO. 

NEW JERSEY MACHINE CO. 

OLIVER MACHINERY CO. 

PACKAGE MACHINERY CO. 

PERL MACHINE MFG. CO. 

PETERS MACHINERY CO. 

PFAUDLER CO. 

POTDEVIN MACHINE CO. 

PNEUMATIC SCALE CORP., LTD. 
RADIO RECEPTOR CO., INC. 

RAPID CUTTING CO., INC. 

F. B. REDINGTON CO. 

RESINA AUTOMATIC MACHINERY CO. 
ROTO BAG MACHINE CORP. 
SCANDIA MANUFACTURING CO. 
SCHAEFER MACHINE CO. 

SCIENTIFIC FILTER CO. 

SIMPLEX PACKAGING MACHINERY, INC. 
STANDARD-KNAPP Div. 

STOKES & SMITH CO. 

TITE CAP MACHINE CO., INC. 
TRIANGLE PACKAGE MACHINERY CO. 
UNION STANDARD EQUIPMENT CO., INC. 
U. S. BOTTLERS’ MACHINERY CO. 
VERTROD CORP. 

WEBER ADDRESSING MACHINE CO. 
WEIGH RIGHT AUTOMATIC SCALE CO. 
WRAP-ADE MACHINE CO., INC. 
WRAP-KING CORP. 

WRIGHT MACHINERY CO. 


considerably more square inches per 
dollar for display than offered by other 
media touching the field—up to 66% 
more. This means that a quarter or an 





Sih. OUTS ARE PRESTIGE HIgh COMMUMER 
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eighth page is still large enough to per- 
mit a good-sized illustration and a com- 
plete selling story. 

The big super-size page (10%” x 13%” 
over all) lets the full page user give 





maximum exploitation to pictures, 
headlines, and full selling details, if he 
designs his ad to fill the space. Or, if he 
prefers, he can use 7x10” plates pre- 
viously prepared for more common- 
place, smaller-sized publications, find- 
ing that the ad looks better than ever 
with its airy borders. Others use plates 
of this same size in the popular island 
units—only one to a page—which are 
supported by live editorial matter. 


Assured Visibility for All Ads 


Of course, since PACKAGING PA- 
RADE’s makeup places live feature 
material (most of it illustrated) all the 
way through the book from front to 
back, every ad (whatever its size) is 
adjacent to attractive reading. And that 
means much more sales-impact per dol- 
lar for every advertising budget. 


An inspection of a recent copy of 
PACKAGING PARADE, and a glance 
at the rate card, will show these advan- 
tages clearly. Write or call the nearest 


Haywood office for copies. 





Small Space Effective in PACKAGING 
PARADE, says Weigh Right Executive 


“PACKAGING PARADE spreads our 
ad dollars effectively”, says President 
Carl A. Almberg of Weigh Right Auto- 
matic Scale Co., Joliet, Ill., manufac- 
turers of packaging equipment and 
scales. “Since our quarter-page ads are 
always next to interesting, live editorial 
material, they have every chance to get 
maximum attention. That’s why, in our 


experience, Weigh Right’s ‘Controlled 
Packaging’ story gets across better to a 
prospects in PACKAGING PARADE. . 
And the cumulative effect of continuous 

advertising really pays off for us, iving 

us the most out of a small budget. i 


PACKAGING PARADE has carried 
Weigh Right Automatic Scale Com- 
pany’s advertising for 6 years. 


Leading suppliers in all other divisions of the 
field are also “regulars” in PACKAGING 
PARADE, to capitalize on its greatest avail- 
able coverage 

among actual 

buyers— 18,000- 

plus, CCA, 

Verified. 


CARL A. ALMBERG, President, WEIGH RIGHT 
AUTOMATIC SCALE CO., Joliet, iil. 











%& There's still time to cash in on the Packaging Shuw, with the big May 
Show Report, Issue of PACKAGING PARADE. Full coverage of all 
Show Activities assures extra-attentive readership for your sales story. 
Closing date April 1. 
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Like the generating force of a giant hydro- 
electric project, The IRON AGE renews its 
own strength persistently, issue by issue, 
year by year. Its editorial vigor has been 
youthfully unceasing for almost a century. 


When all is said and done, market domi- 
nance, circulation supremacy and adver- 
tising leadership are merely a result, a 
confirmation of editorial resourcefulness 
and newsworthiness that is truly remarkable 
in the business paper field. 


Find an “editorial page’’ to match the per- 
ception and forthrightness of Page 7 of The 
IRON AGE. Find a table of contents more 
functionally designed, with its accompany- 
ing ‘Digest’, to save the busy metalwork- 
ing executive’s time. Find a news section— 
and we don’‘t care where you look, news- 
paper or general newsweekly — with the 
bite and brevity, and yet completeness of 
the opening pages of The IRON AGE. Find 
technical material combining engineering 
competence with such sheer readability. 


The IRON AGE is edited to be read. The 
IRON AGE puts dollars—lots of dollars—into 
editorial payroll, into editorial travel, into 
editorial research to get read, and to keep 
getting read. 


Only when your advertising has exposure 
in so highly active an environment can you 
expect to produce orders. Advertising values 
depend on continuing readership. 








employe communications 


public relations 


Take Your Pick . . Inform 


Fishin’ for Fur 


by Robert Newcomb 
and Marg Sammons 


booklets ranging 


t each month 


GM's ‘idea cafeteria’ reaches 
employes without pressure 


® A BARRAGE of basic questions was 
set off by this department with its 
description several months ago of 
the reading rack program of the H. 
J. Heinz Co., Pittsburgh. 

Certainly there could be no sim- 
pler or more accurate way to pro- 
vide counsel than to capsule the 
information rack program of Gen- 
eral Motors, who started the whole 
thing. 

Three years ago, only a handful 
of companies were using such racks. 
Today more than 500 companies, 
many in the blue chiv division, have 
tried them out, liked the results, 
and kept them going. They include 
Aluminum Company of America, 
Armstrong Cork, A. T. & T., West- 


ern Electric, Pittsburgh Plate Glass, 


Swift & Co., U. S. Steel, U. S. Rub- 
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ber, Socony-Vacuum and many 
But it was GM that lighted 
the fuse, and here’s the story be- 
hind it: 

The GM information rack service, 
as most people know, is a system of 
racks which are kept filled with 
booklets on a wide variety of sub- 
jects of interest to employes. More 
than 1600 specially designed racks 


others. 


supply literature to employes in all 
GM plants and offices. During the 
first 5€ months of operation, more 
than 63 million copies of 350 differ- 
ent booklets were distributed. 

GM, which likes to refer to its 
information racks as an “idea cafe- 
teria” where GM men and women 
help themselves, put the whole idea 
through rigid tests before it was 
broadened to all plants. In the 


Industry’s relations with 
Employes/ Stockholders 
Distributors/ Suppliers 
Neighbors 
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summer of 1948, a dozen pilot racks 
were installed in five company 
plants in Michigan on an experi- 
imental basis. The employe re- 
sponse was immediate and _ highly 
enthusiastic. At the end of three 
months, employes at the five plants 
were asked to register their approv- 
al or disapproval by questionnaire, 
and the reaction left no doubt in 
official minds that the plan had 
caught hold. The opinions voiced 
by typical employes have been re- 
peated many times in other com- 
panies where the reading rack pro- 
gram has been tested out. Here 
are a few samples of direct quotes: 
“Never pass the rack without check- 
ing to see that I haven’t missed a 
book.” “Variety is very good.” 
“T take all the books, and my 
family reads them.” “Keeping 
all in my library for permanent 
reference.” . . “I’m a new employe, 
and I never saw anything like it.” 
.. “By being interested in its em- 
ployes, GM gives us the feeling that 

we are being appreciated here.” 
Supplies of two new booklets are 
placed in the racks on the first day 
of each period of seven working 
days. Racks are usually refilled as 
fast as they are emptied. The num- 
ber of copies of each booklet dis- 
tributed averages 250,000, so that 
current distribution is at the rate 

of 1,500,000 copies a month. 

Reading material isn’t chosen by 
the by-guess-and-by-golly system. 
It is carefully chosen, and in choos- 
ing it, GM.is careful not to offer 
anything that might jeopardize the 
program through destroying em- 
ploye confidence. Most GM em- 
ployes look upon the racks as a 
reliable source of fair and undis- 
torted information; the stuff at no 
point could be construed as anti- 
labor. There’s no political contro- 
versy found in it, either. Subjects 
Continued on page 90 








WHAT ABOUT 


FROM YOUR ADVERTISING? 


RECOGNITION TRENDS FOR EIGHT PRODUCTS ADVERTISED IN A BUSINESS MAGAZINE 
After 23 Ads 
eos - oh 


AFTER ADVERTISING 





3 ee " Before Advertising 
Per Cent of Subscribers Recognizing Harnischfeger as Manufacturer = Jan. 1950 
186 Respondents 


PRODUCTS BEFORE ADVERTISING 


Power Shovels 
& Cranes 


Overhead Cranes 


Electric Hoists 


Arc Welding 
Equipment 


Welding Electrodes 
Diesel Engines 
Pre-fabricated Houses 


Soil Stabilizers 











TO DETERMIN Ethe effect of business paper 
advertising upon product recognition, Harnisch- 
feger Corporation asked McGraw-Hill Research 
to make tests of product recognition before and 
during an extensive Harnischfeger advertising 
campaign in a McGraw-Hill Publication. 


THE RESULTS prove that, after 23 adver- 
tisements (mostly spreads) covering one year 
and eight months, all of the eight advertised 
products rose in recognition, ranging from a 
38% increase (rise in recognition from 34% to 
47% in the case of power shovels) to a 200% 


McGRAW-HILL PUBLISHING COMPANY, INC. 
AbD 330 WEST 42nd STREET, NEW YORK 36, N.Y. @ 


increase (rise in recognition for soil stabilizers). 


CONCLUSION: This study (summarized 
in McGraw-Hill Research Data Sheet #5193) 
indicates that consistent business paper adver- 
tising can boost product recognition, the fore- 
runner of product sales. 


TO SERVE YOU: McGraw-Hill Research 
is one of the many “‘services’”’ maintained by the 
McGraw-Hill organization for its advertisers. If 
you want facts on subjects related to business 
paper advertising performance and effective- 
ness, ask your McGraw-Hill man. 


Rae 
aaset PN 
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Operating, traffic 
(sales), financial, 
purchasing officers 
and department 
heads. 


























Read by top railway officers of 
management and operation, 
purchasing officers and 

ment heads ...the men who 
authorize, appropriate and 
approve purchases. 








Chief mechanical 
officers; superin- 
tendents motive 
power and staffs; car, 
shop and electrical 
officers 

and supervisors. 
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RAILWAY LOCOMOTIVES & CARS 
Read by mechanical and elec- 
trical men who are responsible 
for the specification and per- 
formance of products for loco- 
motives, cars, shops and shop 
equipment. 








Chief engineers; 
engineers of main- 
tenance of way; 
track, bridge, 
building and water 
service officers 

and supervisors. 
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Read by engineering and 
maintenance people who are 
responsible for railway track, 
bridges, buildings and other 
structures. 














Signal engineers, 
supervisors; super- 
intendents and 
supervisors of 
communications; 
radio and electronic 
engineers. 




















RAILWAY SIGNALING & COMMUNICATIONS 
Read by signaling and com- 
munications men, those re- 
sponsible for specifying, 
installing wy maintaini 
equipment signaling ; 
communication facilities. 


what this means to suppliers 
of railway equipment 
and materials 


Railway selling today is a highiy 
specialized operation in which it 
becomes increasingly important to tie 
in your message as closely as possible 
with the interests of those most 
concerned in the specification and 
purchase of your product or equipment. 


reading 


Through these railway publications 

you can pre-select your railway 

audience, based on the reading choice 

made by your prospects and customers, 

and backed by their subscription 

dollars. Favorable editorial climate 

enables you to concentrate your selling 

without waste on the men who are 

important in the (a) recommendation 

and (b) approval of your product or equipment. 


Write for your copy of ‘‘How to Specialize Your 
Selling in the $3-Billion Railwzy Market.’’ 


Simmons-Boardman 


Publications @m 


30 Church Street, New York 7, New York 
79 W. Monroe Street, Chicago 3, Illinois 
Terminal Tower, Cleveland 13, Ohio 








employe communications . . 


RE 


fall in six general categories: (1) 
information about the company it- 
self, including the stockholders’s re- 
port; (2) home and family material; 
(3) inspirational literature; (4) 
health and safety; (5) technical and 
mechanical information, and (6) 
economic and social material. 

Some feel that the economic and 
social material may be passed over 
by employes more concerned with 
pamphlets on hunting and fishing. 
The social and economic material, 
however, outpulls all other divi- 
sions, and GM reports that about 
35% of the total distribution falls in 
this classification. 


Give Him a Chance to Snub It 
- « When the project was first 
launched, its sponsors laid down 
two cardinal rules, and time has 
weakened neither. Companies con- 
sidering embarking on an informa- 
tion rack program should frame 
them and put them on the wall. 
The first was that the employe must 
be free to take the material or leave 
it alone, without any pressure being 
exerted upon him. 

This voluntary feature GM con- 
siders all-important, since it pro- 
vides this psychological advantage: 
the material is there if the employe 
wants it, but he is not urged to take 
it. He is free to disregard it if he 
chooses. 

The second cardinal rule is that 
the racks must not be used for any- 
thing other than the material pro- 
vided from the central office. It is 
obviously important that the com- 
pany control rigidly what goes into 
the racks. 


Why You Need It . .. Has GM 
found the information rack service 
to be an effective and versatile 
channel of communications? The 
answer is a definite “Yes.” And, 
since it should be possible to assay 
any communications device against 
measurable objectives, it is GM's 
view that its reading rack program 
is helping to: (1) create better 
understanding of General Motors 
and its people, plants and products, 
(2) create better understanding of 
the American system of private, 
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(3) build 


interesting 


competitive 
good will by offering 


enterprise, 
and educational material of real 
value to employes and their fami- 
lies, (4) help reduce absenteeism 
and increase personal efficiency 
through health and hygiene educa- 


tion, (5) build and maintain a fa- 
vorable attitude toward General 
Motors . . a feeling of pride in the 
job and confidence in the manage- 
ment and (6) develop in employes 
the habit of looking to the company 
for reliable information. e 





Communications man of the month .. 


He's got the Jimmy Durante touch .. 


and he knows how to sell an idea 


Edward G. Logelin . . U. S. Stee 


® A FEW WEEKS ago, at a luncheon 
meeting of the community chests 
and councils in New York City, 
guests had the eye-opening experi- 
ence of meeting the dean of the 
Jimmy of public 
relations. 

The label, born of deep respect 
and warm affection, was fastened 
by a friend on Edward C. Logelin, 
former chief of U. S. Steel’s public 
relations in Chicago, now vice- 
president in charge of operations, 
Chicago district, who took over the 
weighty responsibility of publicizing 
that city’s Community Fund. The 
secret of Ed Logelin’s success as a 
campaign publicist (and it won him 
hoorahs straight across the country) 
lay in getting everybody “nto the 
act. Jimmy Durante gave him the 
idea, and Logelin took it from there. 

The public is accustomed to see- 
ing public figures accept honorary 
designations. The public also gen- 
erally recognizes that, when Tycoon 
Doe accepts a chairmanship, he will 
simply do the fronting, with the 


Durante school 


backing of an anonymous, unsung 
staff. This man Logelin fooled them. 

When he took his assignment as 
Fund public relations director, al- 
most a full year before the job was 
finished, he took the whole thing as 
as a responsibility to be carried, not 
shrugged off. He surrounded him- 
self with good committee people and 
turned them loose on their assign- 
ments, after lathering them to a 
frenzy of cooperation. He set up a 
weekly meeting structure unusual 
for three factors: (1) the meetings 
started on time and ended on time. 
(2) the meetings were low-cost, 
Dutch-treat luncheon affairs at 
Fund headquarters where commit- 
teemen got the feel of the campaign 
and (3) the business went on right 
through the meal . . while one com- 
mittee chairman reported, his asso- 
ciates listened politely but kept on 
dining. That’s how people got back 
to the job on time, and were willing 
to come again. 

These were details, but details 
illustrative of the efficiency a big 
man brought to a big job. He 
brought to the campaign his own 
considerable prestige in the com- 
munity: he brought a willingness to 
tackle the assignment without any 
reservations; he brought enthusi- 
asm and energy, a powerhouse of 
talent and an ability to get people 
to pull together. He never gave it 
a thought, but he probabiy gave his 
own company a new, warm dimen- 
sion. 

Good civic causes like the Com- 
munity Fund need few interpreters 
and certainly no apologists. What 
they do need is men like Ed Logelin 
who, with his sleeves rolled up. 
stimulates others to roll up theirs. 



































Hobby show leaves salesman hoarse 


Medieval Castle (L. Wright, Chief Tool Eng.). But 


this salesman knew how people from everywhere 


There was this salesman who was waiting around to 
see the purchasing agent at the Gammidge Co. He 
picked up the company house organ and saw Hobby 
Show Opens Tonite. Right away he figured he'd go 
and butter up each hobbyist and sp*ead on some 
sales talk at the same time. 

Well, it took three nights to talk to them all— 
from Wood Carvings (M. Pistalli, Purchasing) to 


ce heed 
a Wits saturday Evening 


ys les 


up and down the line influence purchasing, so he 
talked until he was hoarse! Sure enough, a nice 
order came through later. (P. S. The Gammidge 
people had already been sold by the ads they’d seen 
time after time in The Saturday Evening Post. It 
gets to ALL the people who mean business! ) 


HAQSSCAOPOHS 


—gets to ALL the people who mean business 
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how to beef up raw materials 


Hungry market? Look for yourself! Here in the Chemical Process Industries 
they gobble up more equipment, demand more new plant capacity, 

consume more raw materials than any place else in industry. 

And any analyst worth his crystal ball can tell you . . . with a'$70 billion-a-year 
output predicted for 1960, the CPI’s appetite will grow even bigger. 


How hungry? Let’s stick to raw materials . . . chemicals—fuels— minerals — 
drugs—specialties . . . what’s your product? Annual purchases tote up 

to $33 billion right now .. . and there’s more new business ahead. 

Intense intra-industry competition is making the whole field hustle . . . 

many firms here earn half their incomes from products 

Jess than 10 years on the market .. . and the chemical engineer knocks himself out 
looking for production shortcuts, new methods and better materials. 


The chemical engineer? Sure! His inspiration and ingenuity have fired 
the whole catalytic comeuppance of this fabulous field. Why shouldn't he be 
a big wheel in the purchase of raw materials for production? 

After all, he’s the guy responsible for converting them to finished products. 
Isn’t it logical he’d want to specify the best material for the job? 


But how do you sell him? No real problem here! Not when your prospects 

are itching for new uses and better materials like these heads-up 

plant operators who read CHEMICAL ENGINEERING ... not when they’re 38,000 strong 
and comprise more buying-powered, engineering-minded men 

than any other magazine here in this lusty market. 


To make it easy, why not Jet CE’s editors give you a hand? They’re doing 

a lot of the spade work for you right now .. . by telling your prospects 

why and how to use raw materials. All you have to do is tell them which ones. 
Add it all up! What’s more natural than a tie-in of your products 

where the customer is looking for a solution to his problem... 

in his own business paper . . . CHEMICAL ENGINEERING, 


:, PROCESS INDUSTRIES 








sales in a hungry CP" market 


ask for {Ress P| aWineg aid 


SOLVING TODAY'S BIGGEST PROBLEM in selling Raw Materials: 
12-page booklet contains . . . survey reports showing relative impor- 
tance of purchasing groups—how readers rate chemicals and mate- 
rials ads—data on inquiries—defines the chemical engineer’s position 
in the raw materials buying pattern. 


U.S. CONSUMPTION OF CHEMICALS delineates major raw mate- 
rials by consuming industries and geographical regions. For the sales 
manager and market analyst .., a handy package of statistics, useful 
in sizing up CPI potentials and setting territorial sales quotas. 


INTRODUCING A NEW PRODUCT: 3 separate reports provide 
guidance for raw materials producers interested in new product devel- 
opment. Check chart shows detailed steps before and after commer- 
cial availability stage . . . includes guide for analyzing markets ... 
plus comments on advertising and sales promotion. 


THAT’S ONLY A SAMPLE of sales kit material at your disposal. 
There’s lots more covering all kinds of materials, equipment and 
services used in the CPI. Ask your CE representative for data to 
fit your specific sales problems ...or write direct to CHEMICAL 
ENGINEERING’s Research Dept. ; 


more engineering-minded pioduction men read it... 


more advertisers invest more pages in it... 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND ST., NEW YORK 36, N.Y. 














“Interstate lays OVS US earn mn al 
ANG PePOrtS says w. a. ron en 7 


Director of Advertising and Sales Promotion 
Pittsburgh Corning Corporation 


In the building materials field, Pitts- 

burgh Corning has an enviable rep- 

utation for effective “user-benefit” 

advertising. Via BBDO, their glass block 

advertising shows actual on-the-job photo- 

graphs and testimonials from happy customers... often 
in four colors. 


PC found it is often a tough job to obtain architecturally 
appealing exterior photographs—and interiors showing 
their product off to best advantage were even harder to 
get. After futilely trying to explain their problem to 
dozens of photographers, Pittsburgh Corning now uses 
one source to cover installations anywhere in the country: 
Interstate Photographers. 


Mr. Polk sent a memo to all Pittsburgh Corning field 
personnel and here’s what he said, “The results given us 
by INTERSTATE have been the best we have ever received. 
They have consistently given us excellent photographs and 
case-history reports. Because of the speed, efficiency and 
quality results offered by this agency, it is to our advantage 
to use their services wherever job coverage is required.” 





Remember that INTERSTATE service is unique. We do 
all the leg work—arrange shooting dates, procure models, 
brief the photographer on lighting, camera equipment, de- 
sirable camera angles and client restrictions. 

Photographic specialists do the photography, and quali- 
fied reporters handle case-histories when reporting cover- 
age is wanted. Each man is a professional in his own field, 
each works from detailed shooting scripts and question- 
naires (both prepared by INTERSTATE). 


We cover any type of photographic assignment: location, 
commercial, illustration, industrial, fashion, news. And we 
will also obtain excellent testimonials or case-histories. All 
this, anywhere in America, in 24 hours if you need it. 


Motion pictures and 3-D, too. 
L 2100 selectively-screened photographers and reporters 
/ 





are ready to serve you. So for quality photography or re- 
porting the painless way, get in touch with INTERSTATE and 
make us prove that we can do a job for you. 
DIVISION OF INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
INTERSTATE PHOTOGRAPHERS 
247 WEST 46TH STREET, NEW YOR ry. le 6- -1- Division o} 
EST 4600 STREET, MEW VORK 36, 0. ¥ Circle 6-4950-1-2 INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
i 247 W. 46th STREET, NEW YORK 36, N. Y. 


+ 


i ALEXANDER ROBERTS, General Manager 


C Please give me more information about vour service. 
() Have your representative cali, 


NAME 
COMPANY 
DEPARTMENT 
ADDRESS 


CITY AND STATE J 


Lan ce ce ce a a ee ae ee ee ee ee ee eo ee ess es 
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IN TAL 


Chapter activities 
of the National Industrial 
Advertisers Association 





/ 


Shelve tax-free ad reserve plan 


NIAA board takes step, as it 
see more industrial ad funds 
in Ike’s tax program 


® petroIr . . The plan to support 
a tax-deferred reserve fund for ad- 
vertising has been shelved for the 
time being by the National Indus- 
trial Advertisers Association. 

The move was made at an NIAA 
board of directors meeting. 

Under the plan NIAA would 
have asked Congress to change the 
tax laws so that a company could 
establish a tax-free reserve fund 
built up in prosperous times and in- 
vested in advertising and research 
in lean times. 

NIAA has been considering spon- 
sorship of the plan since it was 
presented by J. K. Lasser, tax spe- 


cialist, at the annual NIAA confer- 
ence in Pittsburgh last June (IM, 
July, 53). 

The board of directors consulted 
Treasury Department authorities 
and corporation management heads 
on advisability of the plan. A sur- 
vey showed that management was 
divided in its opinion. 

An important factor in the deci- 
sion, board members said, was the 
expected affect of President Eisen- 
hower’s tax program on. industrial 
manufacturers. The program (see 
page 112), which is likely to pass, 
will permit faster legal depreciation 
of capital goods. This is expected to 
create more working capital and 
more nearly adequate funds for ad- 
vertising . . particularly in the in- 
dustrial field, NIAA’s sole concern. 


For service, a bow tie.. 


Bow-tie wearing Gov. G. Mennen Williams sent his legal advisor, 
Philip A. Hart: (right), to present a bow tie to NIAA president 
William C. Sproull at meeting in his honor at Detroit. 


of office, orchid tribute went to Mrs. Sproull . 
chapter president John Sutherland, Minnesota Mining & Mfg. Co. 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
William C. Sproull, president 
a Blaine G. Wiley. executive secretary 


The board said that if circum- 
stances change later, it will be glad 
to reconsider the plan. 

The board referred several mat- 
ters to the policy and planning 
committee. One was a proposal to 
change the name of NIAA; another 
was a fact-finding report to guide 
the committee in its consideration 
of altering NIAA dues. - 

The change of name to Associa- 
tion of Industrial Marketers was 
proposed by the Los Angeles chap- 
ter, which pointed out that ten of 
the association’s 33 chapters already 
use “marketing” or something like 
it in their names. In a ietter to all 
NIAA chapters, Edward T. Johnson 
of Willard G. Gregory & Co., presi- 
dent of the Los Angeles group, said: 

“We feel that if we are known 
as a marketing group, the manage- 
ment of our members’ firms would 


..and orchids 


Because wives of NIAA presidents so often dine alone during term 


. presented by 


March 1954 / 95 








NIAA NEWS 


become more interested in our ac- 
tivities, as well as lend greater sup- 
port. It would also tend to encour- 
age new members to join who are 
not engaged 100°, in advertising, 
but whose jobs would cover many 
closely related fields.” 

To be enacted, the change must 
be approved by the policy commit- 
tee, the executive committee and 
the board of directors and then 
voted by the NIAA membership at 
the annual conference in Montreal 
June 14-17. 

At a meeting of the Industrial 
Marketers of Detroit, immediately 
after the board meeting, NIAA 
president William C. Sproull, di- 
rector of advertising of Burroughs, 
was honored. NIAA executive sec- 
retary Blaine G. Wiley, paid tribute 
to Mr. Sproull for his services to 
the association. 

Featured speaker was George B. 
Park, manager of advertising and 
sales promotion services of General 
Electric, who challenged industrial 
advertising managers to do a better 
and more ambitious job of manag- 
ing. 

To help meet the challenge, Mr. 
Park observed, GE has developed a 
“marketing envelope” composed of 
seven basic functions: marketing 
research, product planning, adver- 
tising and sales promotion, product 
service, marketing administration, 
and personnel development. In this 
GE system, he said, advertising- 
sales promotion is co-equal with all 
other marketing functions and re- 
ports directly to the top marketing 
executive at both staff and oper- 
ating levels. 


NIAA board urges all business 
papers to use independent audit 
® NEW york .. The National Indus- 
trial Advertisers Association has 
urged publishers of business pub- 
lications to make use of independent 
audits of circulation 

In a_ resolution unanimously 
adopted by the association’s media 
practices committee, and passed by 
a 59 to 1 vote of the board of di- 
rectors, NIAA asserted that “all 
obstacles to the use of independent 
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audits by regularly published busi- 
ness magazines and business papers 
have been removed It further 
suggests that all such publications 
make audited figures 
available to advertisers and agen- 
cies within the next two years. 
Full text of the resolution: 
“Whereas it is to the interests of 
advertisers, agencies, and publishers 
alike to make use of independent 
audits of business publication cir- 


circulation 


culations: and 

“Whereas independent circulation 
available to all 
classes. of publication, 
whether fully paid circulation, fully 
controlled circulation, or any pro- 
portions of partially paid and par- 
tially controlled circulation; and 

“Whereas the Media 
Committee of the National Indus- 
trial Advertisers Association now 
believes all obstacles to the use of 
independent audits by every reg- 
ularly published business publica- 
tion have been now: 
Therefore be it 

“Resolved, That 
business publication not using in- 
dependent audits be 
urged to re-examine past reasons 


audits are now 
business 


Practices 


removed 
publishers of 
circulation 


for not using such audits and re- 
consider these reasons in the light 
of present audit availability and the 
desires of buyers of advertising 
space: and be it 

“Resolved further, That such pub- 
lishers be urged to apply for in- 
dependent audit facilities and main- 
tain necessary records so that aud- 
ited circulation figures will be avail- 
able for all business publications 
soliciting advertising space within a 
period of the next two years or 
sooner.” 


Form 13 new classifications 
in NIAAA Toppers competition 

® NEW yorK . . Drastic changes 
both in classifications of entries and 
in methods of judging will be made 
effective in the Toppers Competition 
this year. 

Howard G. Sawyer, vice-presi- 
dent of James Thomas Chirurg Co., 
Boston, and chairman of the 1954 
Toppers committee, has told IM that 
the new plans are designed to “de- 
velop broader interest in the com- 
petition, to improve and simplify the 
judging system, and to make better 
use of the competition toward help- 


ing to raise the general level of in- 
dustrial advertising.” 

Emphasizing that the attempt 
made last year to encourage the 
participation of smaller budget cam- 
paigns was a step in the right direc- 
tion, the committee has moved still 
further by setting up a special new 
category for “any advertiser whose 
total corporate advertising budget 
for publication space alone does not 
exceed $30,000.” 

The advertiser who enters his 
work in this group may do so with- 
out regard to the purpose of the 
campaign. But 13 other classifica- 
tions have been established in which 
entries must have been planned to 
accomplish one of the following 
purposes: 

1. To introduce a new product, a 
new product feature, a new material 
or a new service. 

2. To introduce an 
“news” into an established product 
3. To create brand preference 
4. To suggest new applications 
5. To create acceptance or de- 


element of 


mand for a basic material or com- 
ponent or accessory on the part 
of the end-user 

6. To promote a “line” of related 
products. 

7. To sell an engineering or tech- 
nical service. 

8. To acquaint the market I 
the company’s qualifications as a 
source of supply. 

9. To create good will for the 
company and or its salesmen o1 
distributors. 

10. To advertise to “middle-men” 
who purchase the product for resale 

. distributors, mill supply houses. 
retailers. 

11. To develop inquiries for sale 
leads. 

12. To make best use of small- 
space advertising. 

13. (Special category for small- 
budget advertisers mentioned 
above.) 

14. To make best use of technical 
literature, including service ma- 
terial and instruction manuals, but 
not promotional literature or cata- 
logs. 

In adopting new judging methods, 
Mr. Sawyer said, the committee rec- 
ognized that in the short period of 
time available for examination of 
entries, appearance counts for too 


much. “There is no opportunity to 
Continued on page 98 





The Advertising Man's Best Buy! 


NIAA...the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole ator! 





National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry”, describing what NIAA has to 
offer me, plus list of chapter locations. 


N 


Company 
Nature of business 
Address 











How to walk 


into the boss 


answers ! 


HERE'S A LOT that isn’t known about industrial advertising. 
But you owe it to yourself to be equipped with the known 
facts, to be able to quote the knowm experiences. 


NIAA membership can help you be a man who knows the 
answers. At chapter meetings you'll trade experiences with fellow 
advertisers, agency men, representatives of media and the graphic 
arts. You'll find well-organized round tables, panel discussions, 
and business-like presentations by men in your business. 


Your membership also entitles you to draw on the library of 
information on readership, budgets, media practices, research, etc., 
organized and released by NIAA headquarters. As an example of 
such activities, you'll want to know about the new NIAA Research 
Institute. Organized last year, it is starting operations with an 
$80,000 fund, subscribed by hard-headed business men, for the 
sole purpose of getting more facts about industrial advertising. 


When you walk in to the boss with the answers, you’re walking 
into a better business future for yourself. Send the coupon today 
and get the full story on NIAA membership. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


ImOuUSTMIAL 
ADVERTISERS 
ry 
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study objectives and results, to 
evaluate how difficult a problem 
was and how successfully it was 
overcome sometimes it’s an 
artist or a photographer who really 
should be getting the award.” 

The new system will be to replace 
the present large panel with two 
groups of industrial advertising 
authorities, of five men each. In 
addition, a rules committee will 
screen ali entries for qualification, 
in advance of the formal judging, 
eliminating those which are ob- 
viously improperly entered. 

The judging will then occupy two 
days, on the first of which one panel 
of five judges will divide all entries 
equally among them, and, as the 
committee describes it, “clean out 
the obviously second-rate.” On the 
second day, the other panel will 
take charge, examine the remaining 
entries and establish the winners in 
each classification. 

A new and important duty of the 
judges will be to turn out a report 
explaining the bases for their deci- 
sion . . why the winners won, and 
why the losers . . in general . . lost. 
“This report,’ Mr. Sawyer says, 
“might well turn out to be an im- 
portant contribution to the cause of 
better industrial advertising.” 

Promotional material and detailed 
entry information has already be- 
gun to go out to a wide list. Closing 
date for this year’s contest has been 
advanced to May 15. 


Opens annual Oregon contest 
for industrial advertisers 

® PORTLAND, ORE... The Oregon In- 
dustrial Advertisers Association has 
announced its annual contest for the 
OIAA Award for industrial adver- 
tising. 

All Oregon industrial advertisers 
are eligible to enter the contest 
which closes Feb. 5. All types of 
campaigns, from a small advertising 
promotion to a complete annual 
campaign, are eligible. Each entry 
is judged on its own merits and on 
its results. 

The industrial competition is part 
of the Oregon Advertising Club’s 
annual Oregon Advertising Achieve- 
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ment Exposition, which includes 
general and retail advertising com- 
petition. 

The exposition and the presenta- 
tion of awards will be held Feb. 17. 


Calvin Clausel elected 
president of Houston chapter 

® HOUSTON .. Calvin L. Clausel, 
Jr., head of the Clausel Co., Hous- 
ton industrial advertising and pub- 
lic relations agency, has been 
elected president of the Houston 
chapter of the National Industrial 
Advertisers Association. 

Vice-presidents elected were John 
M. Spears, Houston representative, 
Oil & Gas Journal; Ed Ullrich, ac- 
count executive, Wallace Davis Co., 
Houston advertising agency; Spen- 
cer Robinson, Houston representa- 
tive, Drilling Magazine. 

Clair Bryan, advertising repre- 
sentative, Gulf Publishing Co., was 
elected secretary. And Bert Lahr, 
production man of Aylin Advertis- 
ing Agency, was named treasurer. 


What about publisher services? 
Industrial admen give views 

™ cHICAGO . . Business paper pub- 
lishers’ responsibility to industrial 
advertisers has come up for a 
searching inquiry by a panel of ex- 
perts at a monthly meeting of the 
Chicago Industrial Advertisers As- 
sociation. 

The three experts, each a top man 
in one phase of industrial advertis- 
ing, agreed the publisher’s primary 
task was to put out a good publica- 
tion. There was no such unanimity 
of opinion on the worth of the var- 
ious extra services offered by many 
publishers. 

The panelists were Emil G. Stan- 
ley, president, Traffic Service Corp., 
Washington, and publisher of Traf- 
fic World and Transportation Sup- 
ply News; an agency man, Raymond 
P. Wiggers, vice-president, Glenn, 
Jordan, Stoetzel, Chicago, and R. M. 
Wall, advertising manager, Shake- 
proof Div., Illinois Tool Works, El- 
gin, Ill. 

Mr. Wall said advertisers could 
use all the free market and mer- 
chandising data they could get from 
publishers, but he said he doesn’t 
think publications can do as good a 
job as advertisers on market re- 
search because they can’t afford the 
money to do a thorough job. 


He cited five points that adver- 
tisers wanted most in business pub- 
lications: top quality editorial con- 
tent, good printing and reproduc- 
tion, editorial cooperation when an 
advertiser has a story worthy of 
editorial treatment, quality (not 
quantity) in inquiries and mature 
salesmanship. 

Mr. Wall warned that “there is 
grave danger in the marketing pro- 
fession of standardizing, systematiz- 
ing and categorizing advertising to 
the point where selling is becoming 
socialized.” 

He said, however, that the “sell- 
ing picture” never can be complete- 
ly “socialized” because “people will 
always want to be bamboozled into 
buying” rather than making a 
choice by looking at a dry list of the 
attributes of products in which they 
are interested. 

Mr. Wiggers said that publishers 
should sell a specific advertising 
program to management. 

He said publications are losing 
business through careless treatment 
of management. And he advocated 
a publisher program of “educating 
advertisers,” including citing of suc- 
cessful advertising and advertisers, 
telling the value of advertising and 
helping to institute and conduct a 
“positive record keeping plan” 
which advertisers can use to follow 
up inquiries received through ad- 
vertising. 

Mr. Stanley defined business pub- 
lication services as “anything a 
publisher does besides putting out 
a good book.” He listed the results 
of a survey which showed the most 
common services offered as market 
and merchandising data, direct mail 
and dealer lists, . . service of in- 
quiries, reprints and directories and 
catalogs. 

Predominant “gripes” of publish- 
ers about advertisers, Mr. Stanley 
said, were that they requested “too 
much free research” and too many 
free extra copies of the publications. 

He said extra publisher services 
should be decided on the basis of 
five points: the resources of the 
publishing company, the nature of 
the publication, the status of the 
publication (whether it is well 
established, a new publication try- 
ing to gain ground, or an old one 
seeking rejuvenation), the field 
served and trends in that field. #8 
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During the past five years, 

the radio-electronic industry’s spectacular growth 
has been paced by the increase of 

advertising pages in the IRE DIRECTORY, 
and “Proceedings of the I.R.E.” 





From 747 pages in 1949 to 1908 pages in 1953— that’s 
how advertising in “Proceedings of the I.R.E.” sprouted 
in five short years. It’s a whopping 155.4% increase. 


Not to be outdone, the annual IRE DIRECTORY 
also shows a mushroom advertising growth of 214.5% 
—from 133 pages in 1949 to 418 pages in 1953. 


So rapid is progress in the radio-electronic field, 

so far-reaching is each new engineering achievement, manufacturers 
must run to keep from standing still. It’s the radio engineers— 
designing, planning, producing and buying— 

who are the backbone and brains of this vast industry. 

They are the “thinking engineers’—members of The Institute of 
Radio Engineers—the men you most want to sell. 


Engineers are educated to specify and buy! 


| Published by AN 


THE INSTITUTE OF RADIO ENGINEERS 
Advertising Department 


1475 Broadway, New York 36, N. Y. BRyant 9-7550 
CHICAGO ¢ BEREA, OHIO * LOS ANGELES * SAN FRANCISCO 
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saskatchewan Stampede, tv tour, translucent trauler, 


SASKATCHEWAN STAMPEDE: Hundreds of prospectors are hunting new uranium 
fields in Canada. Enthusiasts claim “there’s a solid sheet of uranium-bearing 
ore from Quebec City to the Arctic Circle’ —some 50 new mining company 
stocks have materialized — more than 1000 sq. miles have been staked out. 
Experts are skeptical but the miners won’t be discouraged — and the fever’s 
spreading as CPI progress brings atomic fuels nearer commercial practicability. 


Tv tour: Commercial Solvents Corp. made lots of friends 
when they televised a new plant opening in Sterlington, La. 
A neatly packaged sales pitch, the program took viewers 
on a “tour” of company facilities— proved advertising can 
be not only palatable, but even downright entertaining. 
The show’s a good illustration of heads-up CPI public rela- 
tions —the new $20 million plant, an example of expansion 
that’s made this field industry’s biggest-buying market. 





Things happen fast in the Chemical Process Indus- 
tries...like atomic energy progress, new plants, more 
plastic uses...like new equipment purchases, largest 
in all manufacturing. And in this busiest of U.S. 
markets, keeping up with the news is indispensable 
to industry decision-makers. That’s why CHEMICAL 
WEEK, with swift coverage of developments affecting 
management affairs, draws the biggest executive 
audience of any magazine in the field. 


With accent on business interests, CHEMICAL WEEK 
provides an editorial service unique among process 
publications. That’s why its circulation and ad page 
gains have topped them all every year since 1950. 
And that’s why more and more sales-hungry adver- 
tisers keep turning to CHEMICAL WEEK... to create 
preference among business-minded men active at all 
buying levels. In the Chemical Process Industries, 
CHEMIC’L WEEK is management’s own magazine. 


alert management, and .. 


in the chemical process industries... it’s management’s own magazine 





TRANSLUCENT TRAILER: No 

end of applications for 

plastics! Here’s Seaboard 

Transportation Co.’s new- 

est innovation —a trailer 

body of polyester resin 

and glass fiber. Company 

Loa — KENWORTH, says translucence speeds 

om : loading — bodies are light- 

Ye { SEABOARD | S| weight and strong, eco- 
Lh TRANSPORTATION (0,| nomical to produce and 
—_ 5 {CC $2500 d maintain. Aside from 
a \ | gua i advantages to chemical 
pers shippers because plastic 

is corrosion-resistant, 

A wey development promises 
big new outlet for resin 

and glass fiber makers. 














ALERT MANAGEMENT wants all the facts when it’s seeking wider 
distribution and engaged in a multi-million dollar expansion pro- 
gram like the J. T. Baker Chemical Co. of Phillipsburg, N. J. “Need 


ad your trends in focus to stay on top of this market,” says V. P. and 
Gen. Sales Mgr. Ralph A. Clark. “And I don’t know a better place 
than CHEMICAL WEEK to find out what’s happening now, what to 
expect from this fast-moving field tomorrow. You bet I read it!” 


A McGRAW-HILL PUBLICATION © ABC: ABP 
McGRAW-HILL BUILDING, NEW YORK 36, NEW YORK 








advertising | VOIUME sistas cies in yours 


® ADVERTISING VOLUME in business 


4 a publications has dropped slightly for 

1Tl business pap ers the first time in three years. 
INDUSTRIAL MARKETING’S monthly 

tabulation of advertising volume in 


270 representative publications 
Fl showed a dip of 0.6% (222 pages) 
in February, below the total for the 
corresponding month last year. The 
decline for the first two months of 
1954 was 1.2% (834 pages). 
In the industrial group, 167 pa- 
NOTE The following figures must not be quoted or reproduced without permission. pers dropped 0.4% (78 pages) for 
the month, but were still ahead 
0.5% (191 pages) for the year to 
1954 1953 pagechange % change date. Trade papers showed 1.9% 
1,5 21,578 ). loss (113 pages) in February and a 
3,202 3,196 } c + 0.2 9.1% drop (1,048 pages) in 1954. 
5, 9,922 1] 1.9 The product news and _ class 
a washed mere ; - a. groups showed an increase in Feb- 
wn si 7 i - on ruary, 1954, over February, 1953, 
— — = _ ° with the ten product news papers 
gaining 0.2% (6 units) for the 
month, and 2.5% (152 units) for the 
yearly total. Class publications 
gained 2.2% (59 pages) in February 
42 — 2,044 Sade and 1.1% (56 pages) in 1954. 
nore i “ — “aa : The 19 export papers reporting 
74 = n 56 : 7 were still dropping in volume 
74 3 185 79 9.1% (96 pages) in February, and 
66.2 834 12 7.9% (185 pages) for the year. 





February volume 0.6° (in pages) under 1953 








Year to Date/volume 1.2% (in pages) under 1953 


1954 1953 pagechange % change 





February pages Pages to date February pages Pages to date 
1954 1953 1954 1953 Industrial group 1954 1953 1954 1953 


Commercial Car Journal 156 181 309 342 
onstruction Bulletin 178 183 337 344 
Construction Digest (bi-w.) '155 166 301 334 
Constructioneer (bi-w.) 14] 155 297 311 
Construction Equipment 71 7 216 181 
Construction Methods & Equipment 143 276 281 
Construction News Monthly (w.) 83 y 165 170 
Constructor 57 114 105 
Contractors & Engineers (93/4x14) 120 266 251 
Dairy Record 51 103 107 
Design News (semi-mo.) 260 x 7 442 
Diesel Power 42 : g 89 
Diesel Progress (9x12) 4) ) 76 90 
Distribution Age 308 
Drug & Cosmetic Industry 100 97 186 
Electric Light & Power 120 27 227 
Electrical Construction & Mntce. 128 
Electrical Engineering 79 
Electrical West 93 7 190 
Electrical World (w.) 1375 7 667 
Electronic Design 71 12% 21 
Electronic Equipment 28 5 -- 
Electronics 329 ‘ 648 
Engineering & Mining Journal 162 : 323 
Engineering News-Record (w.) 7350 767 
Excavating Engineer 32 ) 73 
Factor, Management & Mntev. 245 528 
Finish 53 5 105 
Fire Engineering 51 98 
Fleet Owner 246 
Food Engineering 283 
Food Packer 88 
Food Processing pS 157 149 
Foundry 392 
Continued on page 104 
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te brings you the 


THE FIRST. . . THE ONLY 
THREE-WAY 


PROJECTION SCREEN 


DESIGNED AND ENGINEERED FOR 

SCHOOLS...CHURCHES AND INDUSTRY 

WHITE MAGIC CRYSTAL-BEADED SUR- 

FACE for clear-cut, brilliant, color 

or black and white reproduction 

... fabric mildew and flame 
resistant. 





0) (5G 
POPULAR . 
SIZES 


50 x 50” SIZE 
PERFECTION IN 


PROJECTION | $ 25 
SINCE 1909 35 




















SET IT HIGH... SET IT LOW... OR HANG IT... 


48” from floor for large 14” from floor for small from wall or ceiling 
audience viewing, audience low ceiling merely by slipping 
high ceiling rooms i ee a _ case from tripod in 

or stage! use! seconds! 


Available from 

all authorized 

Da-Lite Audio- 

Visual dealers. 

Ask for free 
‘ literature or write 

Da-Lite. 


. 
Da-Lite 
SCREEN COMPANY, INC. 


2711-23 N. Pulaski Road 
Chicago 39 illinois - THE MOST COMPLETE LINE OF AUDIO-VISUAL PROJECTION SCREENS 
9g ' The HILO (as shown) and wall types such as the MODEL B.. . the 
MODEL C . . . the ELECTROL® (electrically operated). 


@ “PUSH BUTTON” OPENING .. . Sets up in seconds. 


@ ECONOMICAL .. . does the job of 3 screens . 
it's portable . . . move it from room to room 
with ease. And, use it for both slides and movies. 
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February pages Pages to date February page Pages to date 
Industrial group 1954 1953 Industrial group 1954 1953 1954 1953 





140 288 
135 259 
182 x 346 
92 251 
19 > 344 

] 250 

80 

4] 

126 

98 

106 

71 

163 

144 

240 

128 

267 
499 478 
121 105 
42,235 42,044 
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1954 1953 1954 1953 





roduct news information publications are re 
inits (approx. 3!4x434") . . not in standard 
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SHOWMANSHIP... 


that sells! 


CARBOLOY created-metals have many talents... 


and the Metal Show was the stage used to turn the spotlight on them. 


Creating an exhibit that would show the many products to advantage 


while retaining the basic qualities so necessary 
to a good selling display called for SHOWMANSHIP. 


Why not make your product or service a star... 


write, wire or phone today! 


a 
LTARDNER 
hed displays 








PITTSBURGH 

477 Melwood St., Pittsburgh 13, Pa., MAyflower 1-9443 
NEW YORK 

516 Fifth Avenue, New York 36, N.Y., VAnderbilt 6-2621 
CHICAGO 

1937 W. Hastings St., Chicago 8, Ill., TAylor 9-6600 
DETROIT 

810 Book Tower Bidg., Detroit 26, Mich., WOodward 2-3557 
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Where opportunity knocks... 
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Reach all Materials Show visitors 
with your ad in the 

Materials Show Program Section of 
Materials & Methods for May 


Each visitor to the Basic Materials Exposition will receive a copy of the 
Materials Show Program Section reprinted from the May issue of Materials & 
Methods. This Section will be the only complete program and directory of both 
the Materials Show and the Basic Materials Conference. 


The Materials Show, like Materials & Methods, confines its appeal to just 
those men who select and specify engineering materials, parts and finishes. 
Fifteen thousand of these men are expected at the Show. 


Your advertisement in the Materials Show Program Section offers you 
the opportunity to sell these 15,000 engineering, design, development, 
metallurgical, and other technical men when they are concentrating solely 
on engineering materials. 


Bear in mind too—your ad also reaches the 25,000 Materials & Methods 
paid subscribers when the May issue is mailed before the Show. 


Act now: Closing date for space in Materials Show Program Section—April Ist! 


Materials 
& Methods 


A Reinhold Publication ¢ 330 West 42nd Street, N. ¥. 36, N. Y. 
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2,148 


jisplay advertising. 


monthlies and have 


Western section 


“Architectural Forum . . figure for J 1954, should have read 
150 pages instead of the 115 pages reported. 

‘Laundry & Dry Cleaning Age . . formerly known as Laundry 
s ha m ulation 7x10" to tabloid size, 11x15". 


Age. Also changed from regu 
“Quick Frozen Foods . . formerly known as Quick Frozen Foods 


& the Locker Plant. 





Media changes .. torial representation: Charles W. Reynolds, Chester S. Johns . . former industrial engi 
former eastern rey} ative, will cover neer, Cross Co., manufacturer of automa- 
B. Woods . . former eastern manacer accounts in the central territor it of tion equipment, has been named executive 
Petroleum Engineer Publishing Co., Chicago; Robert E. Davies, former central editor of Production Magazine, Birming- 
been named vice-president 4nd representative, will cover the eastern ter ham, Mich. John L. Bones has been 
director, ritory out of New York. named, assistant editor. 
Robert E. Clarke . . hc 
Steel . . Cleveland, has made the following inane wh te Contin se Chemigal Engineering . . On page 36 of 
personnel changes: Guy LaBaw, formerly 


with the sales staff of Practical Builder, 


our S11) icc list 
ctory in western Pennsylv ur February issue, we listed the new 


chasing Di 

; . . rates for Chemical ineering inco tly. 
‘ and western New York. He was 5 hemical Engineering incorrectly 
has been named eastern district manager; o - evnmtnn: Pitabirah Sisal The correct rates are listed below to be 


Calvin Fisher, Jr., former New England See ffective July, 1954. 





manager, has been named New 

a . spac -time times 12-times 
england regional manager; Karl A. Zoll- eo ae : 1-tim 6-times 2-time 

ae pain ies $ $5 $525 

ner, former eastern district sales manager, Tats yy 4 , ee Sky , $585 $550 $52 

‘ a I i 1 t wKRY ? sac 4 

has been named eastern regional man- a ee ee eee ae eA pee : 465 440 420 

‘indie ways, NeW Tor} sf ppoilnte jen ] sage 260 245 235 
yer. eral manager, Applied Hydraulics, Indus 


Publishing Co., Cleveland. He suc- Standard AAAA yellow, orange, red, blue, 


National Provisioner . . Chicago, has an- ceeds William J. Hargest, who died last green, $100 extra per page. Bleed, $75 
nounced the following changes in terri- November. extra per page, $100 extra per spread. 
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ANALYTICAL 
CHEMISTRY 





AOVERTIS | NG 


leaders pick 


ANALYTICAL 


CHEMISTRY 








as the sales leader 


LABORATORY SUPPLY HOUSE dealers —who account for the bulk of 
direct sales to laboratories — place more advertising in ANALYTICAL 
CHEMISTRY than in all the other Chemical and Process Industry 
magazines combined! 


Member-companies of the SCIENTIFIC APPARATUS MAKERS ASSO- 
CIATION — whose products represent 85% of the sales volume of the 
instrument and apparatus industry — place 22% MORE advertising in 
ANALYTICAL CHEMISTRY than in any other magazine serving the field! 


And for very good reasons... 


ANALYTICAL CHEMISTRY’s circulation is concentrated among research 
and control scientists and engineers: physicists, chemists, metallurgists, 
biochemists, chemical engineers, and biologists. Over 9 out of 10 of 
these readers do the buying for industrial, government, university and 
research foundation laboratories. 


During 1953 ANALYTICAL CHEMISTRY published 2,090 pages of read- 
ing matter covering: 


RESEARCH and ANALYTICAL INSTRUMENTS 
LABORATORY EQUIPMENT and APPARATUS 
INSTRUMENTS for PRODUCT and PROCESS CONTROL 
REAGENT and SPECIALTY CHEMICALS 

... far more pages than any other publication. 


ANALYTICAL nusnnvnn 


CHEMISTRY REINHOLD PUBLISHING CORPORATION 

















An American Chemical Society Publication 330 West 42nd Street, New York 36, New York 


NEW YORK CHICAGO CLEVELAND SAN FRANCISCO LOS ANGELES SEATTLE HOUSTON DENVER 
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Marcinak, lady engineer, and ‘Mi 


{iss Dougall,” 


Three Misses of Advertising . . Ex-newspaperwoman Mari 


French x 


Facts minus frills spell success 


for all-girl industrial ad agency 


Four women, a French poodle and a pot of tea invade Detroit 


By Leo Anderson 


= “just GIvE ’EM the facts, and to 
hell with the frills.” 

That’s the formula for successful 
industrial advertising advanced by 
a top executive of one Detroit ad- 
vertising agency. 

Such a philosophy might seem 
hard-boiled coming from anyone, 
but it’s doubly so in this case. The 
executive is a woman, and all her 
associates in the agency are women, 
too. 

She’s Marcinak, 


Valore “Val” 
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vice-presid2nt and treasurer of 
Tech Adgency, an all-woman De- 
troit agency that has built a success 
upon ability in industrial advertis- 
ing. 

Miss Marcinak and Marie “Peg” 
Winthrop, agency president, founded 
“Tech Ad,” as they fondly call their 
baby, ten years ago because of what 
they called a “ridiculous display of 
poor judgment” in industrial adver- 
tising. 

“Some of the copy was an insult 


to the intelligence of a trained en- 
gineer,”’ Miss Marcinak said. 

She should know .. she’s one of 
the nation’s few women metallurgi- 
cal engineers. 

Miss Winthrop, too, thought little 
of the industrial advertising of ten 
years ago. 

“The illustrations were cockeyed 
and the copy didn’t make sense,” 
she said. “The ads have improved 
a great deal since then,” she con- 
ceded. 

Miss Winthrop, too, speaks as no 
amateur. Before Tech Ad, she was a 
newspaperwoman, department store 
advertising copywriter and mer- 
chandising expert, and radio direc- 
tor for a Detroit agency. 


Apparently the “no nonsense” 





V. P... Val Marcinak .. “Plant superin- 
thought our 
mented to have women doing advertising.” 


tendents clients were de 


But today’s yearly gross: $250,000. 


. 


formula voiced by Miss Marcinak 
is a good one . . at least for Tech 
Ad. 

When the pair pitched in “a 
couple thousand bucks each” and 
opened the agency in 1944 it had 
three accounts and it grossed about 
$10,000 in the first year of business. 
It now has 11 accounts and a yearly 
gross of about $250,000. 

The agency has branched out and 
now has four accounts in the con- 
sumer field. But it’s still princi- 

















pally an industria! agency. 
. Its industrial accounts are H. C. 
Sweet Co., one of the three original 
clients, Arc Machining, Inc., Bultool 
Co., Haynes Sales Corp., and Ex- 
tractor Corp., all of Detroit, and 
Bottomley Enterprises, Dearborn, 
and Elox Corp., Clawson, Mich. 
Their products range from elec- 
tron drills to materials handling 
equipment. Miss Marcinak can dis- 
cuss .. and help solve . . problems 
on all these subjects with company 
engineers. And she’s won their re- 
spect too, despite some initial prej- 
udice against women in industry. 
“At first some of the plant super- 
intendents thought our clients were 
demented to have women doing 
their advertising,’ Miss Marcinak 


‘ kG Math 
The Boss . . Peg Winthrop . . “Women 
are not necessarily better, but when they 
have the technical knowledge, they'll work 


harder.” 


said. “But after I'd talk to them 
awhile and gain their 7zonfidence 
they were okay.” 


The agency handles merchandis- 


ing programs as well as advertising 
for its industrial clients. That in- 
cludes preparing bulletins for cli- 
ents’ customers, helping prepare 
displays for industrial shows and 
making recommendations on any 
particular marketing problem. 

The key to successful industrial 
merchandising is simplicity, accord- 


ing to Miss Marcinak. Her bulle- 
tins on complex industrial processes 
must be so simplified “that a high 
school boy can understand them,” 
she said. 

This simplicity is carried through 
in the agency’s advertising, too, 
both in copy and illustrations. 

“We use only unretouched photos 
in our advertising . . no ‘arty’ stuff,” 
Miss Marcinak said. ‘And our cli- 
ents have been getting a tremen- 
dous response from the ads.” 

Despite their success, the Tech 
Ad girls will admit there’s still a 
place for men in industrial adver- 
tising. 

“Women are not necessarily bet- 
ter,” Miss Winthrop said, “but when 
they do have the technical knowl- 


How They Do It. . The key, say these adwomen is simplicity. 


r 


for client Elox Corp. of Michigan (left) and 


simple illustrations . . 


edge they will work harder because 
of male skepticism about their abil- 
ity.” 

At any rate, the agency has car- 
ried its all-woman policy all the 
way. The two other persons in the 
office are the beautiful receptionist, 
Patricia Moore, who also does some 
copy work, and Ina Hirst, who 
doubles in general office work and 
production. 

The agency’s “official greeter” is 
“Miss C. S. Dougall,” a chic French 


DusinesS paper aqa.. 


short, easy copy. And they're not afraid 


poodle who draws 40 cents a week 
for her services. 

Even though they’ve taken on a 
man-sized job the members of the 
agency still are strictly feminine. 
Proof is their reticence in revealing 
ages. 

“Miss Dougall’ is two years old, 
and no one else in the office is over 
41,” said Miss Winthrop. And there 
she dropped the subject. 

The agency refuses to trade on 
its feminity to get ahead. It has 
strict rules against any member of 
the firm dating a client or anyone 
with whom the agency has had 
business dealings. 

“We don’t want to have people 
whispering, ‘You know how they 
keep their clients, don’t you?’” Miss 


its retiected in bulletins 
ea by big, 


character 1Z 


to talk price. 


Winthrop said. 

Nevertheless, there is a 
comradeship between the agency 
members and the clients. A pot of 
hot tea is kept brewing at all times 
for visitors to the office (“We used 
to serve Scotch but stopped because 
no one ever wanted to go home,” 
Miss Winthrop says.) 

In most cases, the agency and the 
accounts have grown together. And 
having an intimate knowledge of 
each other’s problems has helped 


close 
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build success on both sides. 

The agency now has reached a 
point rather 
than seeking accounts. 

“We won't take an account un- 


where it’s selecting 


less it has a really good product,” 


“And we've 
turned down a good many accounts, 


Miss Winthrop said. 


too. 

There were lean years between 
the founding of Tech Ad and its 
reaching its current position . . like 
the time a client went broke and 
left the agency holding the bag with 
$10,000 in unpaid bills. 

“We might have gone bankrupt, 


too,” Miss Winthrop said, “but Val 
would have no thought of it. We 
just buckled down and paid off 
every cent . . and some of those 
cents came mighty hard, too.” 

Another jolt came when the agen- 
cy switched, five years ago, from 
the traditional 15°, commission ba- 
sis to a system of retainer fees. 
Two clients didn’t like the change 
and dropped the agency. 

But the Tech Ad girls stuck to 
their guns . . and the retainer sys- 
tem. 

“We think it’s better both for 
us and our clients,” Miss Winthrop 





said. “They know what they are 
going to pay without having a lot 
of extra charges thrown at them, 
and we know what we'll make.” 

The Misses Winthrop and Mar- 
cinak see a bright future for their 
agency even though they have no 
big plans for expansion. 

“We're pretty well-established 
now but we don’t want to get big- 
ger . . just better,” Miss Marcinak 
said. 

And now that they’ve overcome 
male prejudice against women in 
industrial marketing, they appear to 
be well on their way to that goal. 





Tax changes to give business 
shot in arm, Lasser tells ABP 


® CHICAGO American business 
will get a “shot in the arm” during 
1954 if the national administration’s 
proposed new tax law passes, ac- 
cording to J. K. Lasser, New York 
tax expert. 

Mr. Lasser, partner of J. K. 
Lasser & Co., New York accounting 
firm, held a press conference and 
participated in a panel discussion at 
the annual midwest conference of 
the Associated Business Publica- 
tions. 

Of principal interest to industrial 
firms are proposals for faster depre- 
ciation of capital goods and for a 
greater write off of business losses, 
Mr. Lasser said. 

He said the tax bill proposes that 
legal depreciation of capital goods 
will be stepped up to nearly twice 
the old rate . . that is, two-thirds of 
the cost of the capital goods can be 
written off in five years and the re- 
maining one-third in another five 
years. Under the old law, capital 
goods write offs were based on an 
even depreciation over 10 years. 

The proposed depreciation allow- 
ance probably will hurt all types of 
leasing and rental businesses, Mr. 
Lasser said, because the rentals 
now will be higher than the depre- 
ciation allowable; therefore it will 
be much more economical to buy 
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than to rent capital goods. 

The law proposes that business 
losses will be deductible from pre- 
vious profits as far back as two 
years, Mr. Lasser said. The present 
law provides for deduction of losses 
only from last year’s profits. 

In another important provision, 
the tax law will codify for the first 
time the right of business to deduct 
all product and market research and 
all advertising and sales promotion 
expenses, Mr. Lasser said. 

Other aids to business under the 
new bill, Mr. Lasser said, are lower 
taxes on profits made abroad and 
simplification of the tax code so as 
to be more easily understandable. 


To Pass .. Mr. Lasser predicted 
the bill should pass by June. 

Mr. Lasser said it should be a 
major task of the nation’s business 
publications to present the news of 
the new tax law “in the right vein” 
because the law will affect the 
economy for the next decade. 

He said the economy should be 
given an added boost because in- 
dividual income tax cuts will pour 
$6 billion into the consumer stream 
and excise tax cuts $2 billion more. 

Another highlight of the ABP 
meeting was a luncheon speech by 


Keen Johnson, vice-president, Rey- 
nolds Metals Co., Louisville, who 
predicted the change in the busi- 
ness picture for 1954 will be only 
a “milder boom” than in 1953. 

“We are now going through a pe- 
riod of tension and timidity,” Mr. 
Johnson said. “Business is not go- 
ing to hell; it is just going through 
hell.” 

He said 1954 will be a year for 
business men “who take a chance 

. a calculated risk . . to win out.” 

Mr. Johnson lauded business pub- 
lications as “most important” to in- 
dustry and said their “greatest 
good” was to “inspire the leaders of 
industry.” He said each business 
publication must extend news cov- 
erage in its field because “adver- 
tisers will judge by the interest of 
editorial content the publication’s 
value as an advertising medium.” 


New Look .. At a selling clinic, 
Herbert Pfeiffer, advertising man- 
ager, Chain Belt Co., Milwaukee, 
told the publishers probably the 
most important single step they 
could take to improve sales volume 
was to go after the “new look”. . 
a better format and better presenta- 
tion of the editorial material. 

At an editorial clinic, Phil Swain, 
editor of Power, New York, warned 
business paper's to beware of falling 
victim to “I. S. I. . . incipient sclero- 
sis of the imagination.” He urged 
business paper editors to keep do- 
ing things differently so that read- 
ers can get a faster, more power- 
fully told story. 

The conference was the largest 
ABP meeting ever held in Chicago. 
A total of 275 persons attended. #& 
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The Modern Plumbing & Heating Contractor 


BUYS A GREATER VARIETY THAN EVER BEFORE! 


PHB’s 23,216 Top-Rated Contractor 
Readers not only buy 80% of the 
Plumbing & Heating supplies pro- 
duced . . . but also operate their own 
stores ... and are in the market for 
TRUCKS ... UNIFORMS... STORE 
FIXTURES .. . CASH REGISTERS 
.. » BUSINESS MACHINES... AP- 
PLIANCES .. . ADVERTISING! 


Don't miss this 
protit-laden 
rw % Plumbing & Heating 
gi € market! Use 





PLUMBING & HEATING BUSINESS 


Industry’s Largest Circulation . . . Highest Quality Full-Service Book 
5941 Grand Central Terminal Building New York 17, N.Y. 
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Westinghouse 
saves in excess of 


$57,000 pet yeat 
by FORK TRUCK 
HANDLING 


INDUSTRIAL TRUCKS | 








The Facts about 


Electric Motors for Fork Trucks 
...and what they mean to you 


Fae 


(hreby The Baker-Raulang Co. 
mae 


2 West Sith St» Cigretand 2 Chie 








For Small Buyers .. We 


iInagemen 


sei. Mm 


For Big Buyers . . Not 
we want specifications, said big bu 


So Baker-Raulang gave them that in aa 


Baker-Raulang offers two kinds 


of ads . . for big, small buyers 


Result: 


® A SALES increase of 263% for its 
product as against an increase of 
24.6% for the industry as a whole. 

Almost 25% of total sales to new 
customers. 

Inquiries accounting for $15.03 in 
traceable sales for every ad dollar 
spent. 

With results like these, the man- 
agement of Baker-Raulang Co., 
Cleveland, was quick to approve a 
75% hike in the 1953 advertising 
budget and an additional 15% in- 
crease for 1954. 

In 1951, research done for Baker- 
Raulang by its agency, G. M. Bas- 
ford Co., New York, showed that 
industrial truck buyers were clean- 
ly split into two groups . . the men 
responsible for truck purchases in 
large plants, and a much larger sec- 
ond group of men in small and me- 
dium sized plants who had little 
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$15.03 in traceable sales for every ad dollar spent 


experience with industrial trucks. 

Each of the two groups was high- 
ly specific about the kind of indus- 
trial truck advertising that would 
be most helpful to it. 

“We're not interested in case his- 
tories telling how much money fork 
trucks can save,” said the first 
group. “What we want in a fork 
truck ad is specifications, construc- 
tion details. We need comparative 
information.” 

Men in the smaller plants gave 
a different answer. “We need case 
studies,” they said. “Give us am- 
munition to convince management 
of the economies of mechanical han- 
dling methods.” 

There was the problem . . to de- 
sign two distinct advertising cam- 
paigns on a relatively limited space 
budget. 

First, the company’s media list 





was checked to separate “basic” 
handling publications from the more 
horizontal publications. Selected to 
reach the first group were Distribu- 
tion Age, Factory Management & 
Maintenance, Flow and Modern 
Materials Handling. 


Buyers Get ‘Specs’ . . A series 
of all-type full page ads was de- 
veloped for these books with a lead- 
in headline, “The Facts About . .”, 
and identical typography in each. 
Body copy stressed a specific truck 
feature . . “Electrical Controls for 
Fork Trucks” . . “Power Axles for 
Fork Trucks” . . “Electric Motors 
for Fork Trucks.” 

Inquiries from this series came 
from the small but influential group 
responsible for about 60% of all in- 
dustrial truck purchases. In addi- 
tion, letters poured in from dealers, 
congratulating the company on the 
new ads and requesting reprints. 


Case Histories, Too . . Buyers 
among the group of small and me- 
dium-sized plants got what they 
asked for, too. 
out among its customers for case 
histories showing how Baker trucks 
had saved Mr. so-and-so thousands 
of dollars on time or labor. The 
case histories were 


The company went 


released as 
feature publicity stories . . then 
worked into case history ads. 

This phase of Baker-Raulang’s 
two-pronged campaign drew con- 
sistent first and second places in 
Starch readership reports for ma- 
terials handling equipment adver- 
tisers and accounted for a record 
number of inquiries. 

In addition to the advertising in 
both phases of this campaign, the 
company used direct mail inten- 
sively with a set of case study kits 
called “The Baker Handling Li- 
brary.” Designed to give dealers 
a “painless” education in the indus- 
try they covered, the kits were 
editorial-type booklets on a specific 
industry’s handling problems, em- 
phasizing how typical industry loads 
could be handled economically by 
fork trucks. 

Baker-Raulang dealers partici- 
pated in distributing 150,000 pieces 
of direct mail, in addition to 32,000 
safety posters, 125,000 book matches, 
and 100 pages of cooperative adver- 
tising. « 
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Receiving it... M va A & 9 BLUE 
F ac BOOK 


is the Most Used Buying Reference 


84% of the 4,491 buying decision makers who signed and returned 
the questionnaire enclosed in the 1953 BLUE BOOK state they use 
MacRAE'S “exclusively” or “principally” in selecting sources of supply. 
Here is proof that your sales message in MacRAE'S gets preferred 
attention from preferred prospects... the BLUE BOOK goes only to 
the more than 18,500 dominant industrial plants and governmental 


points of purchase in America. 


fc out of 10 Plants 











Beas “ia BLUE BOOKS sth Service 


70.7% of replies to MacRAE'S questionnaire state that on receiving a 
new BLUE BOOK the old copy is passed to other departments for con- 
tinued use. Thus MacRAE’S takes your sales message through America's 


dominant industrial organizations, and sells through extra years. 


The 62nd annual MacRAE'S BLUE BOOK closes Decem- 


seentenenaeiemes neeeredemmmenanameeemenenenne ne 


ber 15. Reserve your space now, or call your agency. 


You — . ONE BOOK fcriric.s 
Also “nag 


me MacRAE’S 2% 


18 East Huron Street, Chicago 11, Illinois 
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Waste in Production 

# The high cost of advertising makes it impera- 
tive that every dollar expended purchase as much 
space or service as it can possibly buy. Yet it is 
generally agreed that there is a lot of unnecessary 
waste in advertising production, as the result of 
careless handling of advertising materials and im- 
proper preparation of copy for the compositor. 

George B. Park, manager of advertising and 
sales promotion for General Electric, stressed this 
situation as one of the subjects needing attention 
by advertising executives who want to be known 
as good administrators, in a discussion at a recent 
meeting of the Industrial Marketers of Detroit. 
He pointed out numerous examples of the use of 
high-cost labor, as in a print shop, compared with 
the handling of the job properly by lower-cost of- 
fice help. And the casual handling of expensive 
art work, resulting sometimes in duplication of 
purchases by advertiser and agency, adds greatly 
to the total cost of advertising preparation and 
production. 

While this was only one of many aspects of the 
job of developing better administration of adver- 
tising departments, both to assure their efficient 
use of the sums entrusted to them and to develop 
complete integration of all marketing functions, 
discussed by Mr. Park, we are emphasizing it here 
because this is a preblem which can be readily 
solved within the advertising department. 

Money saved by eliminating waste in advertis- 
ing production means more money for space and 
other promotional activities.. And the more ac- 
tual advertising today’s dollar buys, the more it 
will contribute to maintaining sales and profits in 
today’s competitive markets. 


Publishers’ Services Welcomed 

= Most of the services provided by industrial 
publishers, such as market surveys, readership 
studies, etc., are welcomed by advertisers, as cur- 
rent discussions clearly indicate. However, there 
is one less formal service which we think is among 
the most important, but which is not used by ad- 
vertisers and agencies nearly as much as its value 
suggests. 

We refer to the ability of qualified industrial 
editors to summarize current trends for the bene- 
fit of manufacturers entering their markets, or to 
indicate changes which may be taking place in the 
distribution pattern of their industries, for ex- 
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ample. The editor has his own job to do, of 
course, and should not be expected to devote a 
large part of his time to answering advertisers’ 
queries, but his expert and intimate relationship 
to his field gives him an opportunity to render 
great service to those who need a quick and ac- 
curate picture of industrial developments. 

As a matter of fact, the editor could be used 
successfully by many industrial publishers to 
spearhead their promotion campaigns. He can 
talk with authority about new developments in 
his field which represent sales opportunities for 
manufacturers, and can make predictions regard- 
ing output and volume which will hit very close 
to the final statistics. 

A publisher who wanted to make sure that he 
got a good readership for his promotion copy 
could do much worse than have the editor discuss 
the current situation and near-term outlook in the 
industry. Copy carrying detailed, down-to-earth 
information of this kind would be “service” ad- 
vertising in a very practical sense, and might give 
advertisers useful information which they are not 
now receiving in any regular, planned way. 


The Big Word Is Automation 

# Automation, or controlled production, a field 
represented by a 75-cent word, cybernetics, has 
suddenly attracted an immense amount of atten- 
tion from industrial advertisers and publishers. 
The trend has been here for some time, but its 
rapid development has resulted in a number of 
new industrial publications undertaking to cover 
the field intensively. 

One of the reasons for the sudden surge of in- 
terest may be the remarkable series of articles 
on this subject which appeared in our sister pub- 
lication, Advertising Age. Written by E. B. Weiss, 
merchandising director of the Grey Advertising 
Agency, it highlighted in impressive style the way 
in which automatic and semi-automatic devices 
are speeding production and may have a similar 
effect on merchandising practices. 

Penton and Reinhold have already announced 
publications in this field, and McGraw-Hill, which 
has studied the subject carefully, is expected to 
make a decision regarding a new magazine short- 
ly. This is an excellent example of how industrial 
publishers meet the challenge and opportunity of 
significant new developments and changes in in- 
dustry. ® 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


market saw the construction of over 2.450 new 


MORE POWER TO YOU in your drive for 


the additional industrial sales volume you seek 
in 1954. 


The unusual opportunities for profit which 
this munificent region offers you are signified 
in the above scene. Ina brief ceremony, Georgia 
Power Company officials are taking delivery of 
a 35,300-pound, 5000 kva transformer, first of 
its size to be manufactured in the South, and the 
first unit to roll off the production line of General 
Electric’s nearly-completed 25-million-dollar 


plant at Rome, Ga. 


G-E’s tremendous investment here is farsighted 
recognition of the growing needs of Southern 


and Southwestern industry. In 1953 alone this 


plants and major additions. 

SOUTHERN Power Anp INDUsTRY is edited 
expressly for this fresh-thinking, heavy-spending 
Advertise in $.P.I. to reach 


top engineering and management in over 10,000 


industrial market. 


industrial, utility and large service plants in the 
South and Southwest. Reach millions of dollars 
of buying power untouched by general power 


and industrial publications. 


Southern Power and Industry 


806 Peachtree St., N. E. Atlanta 5, Georgia 
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New Market? . . World's first atomic-powered vessel, submarine Nautilus, hits waves. 


xeneral Dynamics Corp., which built her, is advertising to tomorrow's users of such power 


General Dynamics drive aims 
at future nuclear power users 


Cover story 


® AN INDUSTRIAL company is al- three divisions: Electric Boat, Can- 
ready doing some advance selling adair, Ltd., and Electro Dynamic. 

to a future market that nuclear Ads in the campaign are notable 
power promises to create. for their modern art and brief copy. 

The tools are advertising and The ad announcing the launching of 
public relations. The advertiser is 
General Dynamics Corp., New York, 
whose Electric Boat division was 
responsible for the construction of 
the U. S. S. Nautilus, the Navy’s 
newest submarine and the nation’s 
first atomic-powered vessel. 

To do the advance selling job, 
General Dynamics has been run- 
ning a campaign of four-color pages 
in Business Week and U. S. News 
& World Report for the past year. 

The campaign aims at (1) selling 
the company’s accomplishments in 
building submarines . . the Nautilus, 
in particular . . and (2) thereby 
bidding for attention from industry 
when it turns to applications of nu- 
clear power in peacetime activities. 
The company’s specialty is han- y hs tx eta peer he 
dling both military and industrial je 8 2 
problems arising out of the need to ye ade 
apply propulsion power to special 
areas. Founded in 1880, it now has 
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the Nautilus Jan. 21 used a low- 
pressure selling approach and aimed, 
in part (as does the entire cam- 
paign), at stressing the importance 
of submarines in national defense. 
Said the copy: 

“Powered by the silent, invisible, 
airless ‘burning’ of nuclear fuel, the 
Nautilus will cruise submerged 
faster, farther, longer than any 
other craft. 

“Into this envelope of steel 
this single, fateful enterprise . . the 
Government of the United States, 
the United States Navy, the Atomic 
Energy Commission, and American 
industry have poured the resources 
of their minds and skills. 

“On the men who conceived and 
designed and built her, on the crew 
that mans her and on the ship her- 
self, we ask God’s blessing.” 

Among “the men who . . built 
her” are 300 of Electric Boat’s engi- 
neers, designers and construction 
men, who spent about a year in the 
isolated community of Arco, Ida., 
constructing a life-size model of the 
engine hull #%ections of the sub. 

The Nautilus is launched but the 
campaign will continue. Future ads 
will tell about The Sea Wolf, a 
second atomic-powered sub already 
in construction, and the role of 
General Dynamics in building her. 

The advertising is handled by 
Gotham Advertising Co., New York. 
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Make Your Salesman’s Calls Four Times as Productive 


... with sales leads from your advertising 


Consider these facts for a moment: a recent national survey* 
shows that salesmen selling to the industrial market average 
about 9 orders per 100 cold calls . . . but this average jumps to 
38 orders per 100 calls when the prospect has received and 
studied the company’s catalog or similar literature. 


In other words: /f your advertising draws inquiries and /f you 
follow up those inquiries, your salesman’s chances of getting 
an order when he makes his call are four times as good. You 
stand to make four times as many sales. 


Because of a growing recognition of the value of inquiries 
in selling to the aviation market, more and more advertisers 
are turning to Aviation Age. For Aviation Age consistently 
develops more inquiries for its advertisers than all other 


aviation magazines combined a total of 90,000 sales leads 
in the last 12 months. 


No other publication of the industry can even approach this 
record of advertising effectiveness. Ask your own sales depart- 
ment to show you its record of leads from Aviation Age. 


*Survey reported in July by the Sales E 
The magazine of 


Aviation’s Technical Management 
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; AND EQUIPMENT COMPANY 


10 forty Third Street Pitmbwegh, Penne 








One Picture or Three? 


® OF THESE black-and-white ads 
for pipe in Power, one used a single 
illustration and the other used 
three. The former was for Pitts- 
burgh Piping & Equipment Co., and 
the other for National Valve & Mfg. 
Co., both of Pittsburgh. 

Which ad attracted more notice? 
See page 160. 


OR aimee hell © cantery Moree hes apecistivnd ip the tebnce 
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NATIONAL VALVE & MANUFACTURING ” 
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Mayor Louis Mills and Alderman Van Fleet watch demonstration of new snow blowing machine on city park lake. 


Inset: Mayor Louis Mills 


THE MAYOR SETS THE PACE... 


for Municipal Sales 


WHEN cities and towns improve their 
streets, or rebuild their water and sewerage 
facilities, some individual leads the way. 
This “doer” is usually the Mayor, or the City 
Manager where that form of government is 
in force. 

Mayor Louis Mills of Middletown, New 
York (population 22,586) is such a man. He 
writes, “Not only has THE AMERICAN 
CITY aided me and my department heads 
in keeping abreast of developments in 
municipal management, but on at least 
several occasions it has led either directly 
or indirectly to contracts let or purchases 


made by our City.” 








The leader has to battle for moderniza- 
tion. If he wants new street lights, more park 
equipment, or a new fire engine, he has to 
prove the need to the people. Equipment 
is then bought to do the job. 

Progressive Mayors and City Managers 
always look for facts to support their 
improvement plans. After reading THE 
AMERICAN CITY they can say, “This is 
how Stamford did it. There are a lot of 
manufacturers who make the equipment 
that can do the job in our town.” Do these 
leaders know about your product? Sell the 
municipal market by telling the leaders 


through THE AMERICAN CITY. 


The 
American City 


470 Fourth Avenue, New York 16, N.Y. 
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SAVE EJ WAYS with UNBRAKO SOCKET HEAD CAP SCREWS 


1] TAP FEWER HOLES 12] USE SMALLER DIAMETER 
nee 


FASTENERS 


UNBRAKO secerr screw ernsies SPs 


CAP SCREWS « SET SCREWS - SHOGLDEN SCREWS - COWELL PHRS « PRESSURE FLOES 








Get personalized service. faster delivery with 
Uxsaane Standards — stocked by your distributer 





MBRANS SOCKET SCREW DIVISION sph ‘ b | 
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Distributor survey leads 


to harder-pulling advertising 


Depth interviews bring ad switch .. and 400% more inquiries 


® INQUIRIES FROM advertising and 
publicity increased more than 400% 
in two years as a result of a survey 
of distributors by a manufacturer of 
industrial fasteners. 

The company that got such spec- 
tacular results from probing the 
“srass roots” of its merchandising 
system was Standard Pressed Steel 
Co., Jenkintown, Pa., maker of 
socket head screws, locknuts, shop 
equipment and aircraft specialties. 

SPS Fas nearly 2,400 distributors 
It decided, eariy 
in 1952, to give them a voice in 
company advertising and sales pro- 
motion activities. 

The survey grew out of this de- 
cision. The company picked a cross- 
section of its distributors and sent 
out interviewers to find what the 
distributors’ needs were in the fields 


across the nation. 
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of advertising, sales assistance and 
sales promotion helps. The inter- 
views were conducted by a two- 
man team from the research depart- 
ment of SPS’ advertising and pub- 
lic relations agency, Gray & Rogers, 
Philadelphia. 

The nation-wide, heart-to-heart 
talks ended in May, 1952. 

Following through on many of the 
distributors’ suggestions, SPS now 
is able to tick off such. specific and 
general accomplishment: as: 

1. Revision in business paper ad- 
vertising content to place emphasis 
on application of products and 
strong secondary stress on the dis- 
tributors’ service to the end-use 
customer. 

2. A system of net pricing de- 
signed to save distributors as much 
as 25% of their costs in pricing time. 


sis changes in 1954 ad 


After . . Emph 


cation, dealer services. 


ome 


Up-And-Down . . New vertical pat- 


tern label (right) stands out over old. 


3. Product and institutional liter- 
ature better calculated in volume, in 
variety and for special purposes to 
meet distributors’ needs. 

4. A three-day, factory training 
course for distributor salesmen. 

5. A new, more arresting and 
easier-read package label. 

6. A merchandising folder of ads 
issued twice a year to keep distrib- 
utors posted on what is coming up 
for the next six months in SPS na- 
ticnal advertising. 

7. A jump in inquiries from 6,094 
in 1951, to 9,245 in 1952 and . . to 
almost 40,000 in 1953! 

“And perhaps most important,” 
said H. Thomas Hallowell, Jr., SPS 
president, “we are telling our dis- 
tributors how highly we value them 
. . that they are vitally important 
in our planning and carry-through. 

















School Days . . utor survey 


led to SPS distributor 


i= ba 
New Label . . White arrow points to 
easy-to-read new label, black shows old. 


“When we think of distributors 
here at SPS we think in terms of us. 
Our distributors are as much a part 
of this company as the men who op- 
erate the machines, or the officers, 
or our own factory sales people.” 

A measure of how the survey fur- 
thered company-distributor rela- 
tions is found in the repeated com- 
pliments from distributors on the 
company’s “farsightedness in con- 
sulting them on advertising plans.” 
Some suggested that there should 
be subsequent surveys. 


New Survey . . SPS now is acting 
upon that suggestion. It has started 
a survey of distributors, even more 
detailed than the first, so the com- 
pany and the distributors can solve 
together the new and trying prob- 
lems resulting from the current re- 


consumen /° 


Application Emphasized . . SPS took distributors’ advice, changed prom 


literature (top 1 


ow) to emphasize product application. Booklets below cut prici 


Flood of Folders . . Hundreds of thousands of copies of sales aid literature went t 


SPS dealers after survey, including tips for 


adjustment in the economy. 

“That competition is tightening is 
news to nobody,” said Mr. Hallo- 
well. “We are in a market in which 
our distributors will be needing new 
kinds of assistance, and more of it, 
perhaps in such fields as their own 
sales policies, inventory control and 
accounting.” 

To find out specifically what the 
new problems are, SPS interviewers 
are asking the distributors whether 
they will have more or fewer lines, 
if profit margins can be maintained, 
if overhead will be cut, if proce- 
dures and layout will be reorgan- 
ized for more efficient operation. 

In the new survey, questions are 
being asked in an atmosphere of ap- 
preciation of the accomplishments 
stemming from the first survey, ap- 
preciation which reasonably leads 


salesmen and data on produc 


distributors to exert themselves to 
shed as much light as possible upon 
their new problems. 

Judging from the results of the 
first survey, there is little wonder 
that SPS has decided to repeat its 
national survey of distributors, to 
learn, as the company learned be- 
fore, but now under different and 
more rigorous conditions, what the 
distributors wili need to hold their 
competitive place and even to better 
it. 

“We mean to find how SPS can 
help now and in the foreseeable fu- 
ture,” Mr. Hallowell said. “If our 
distributors are not prosperous, then 
nobody else in the SPS organization 
can prosper. We mean to give them 
everything they need . . everything 
that lies in our power to keep them 
ahead of the competition.” % 
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Humor enlivens ‘dull’ product, 
Eastman gets fast results 


‘For a lady's love . . D-glucosamine hydrochloride’ 


® HUMOR GETS results for the dis- 
tillation products industries division 
of Eastman Kodak Co., Rochester, 
N. Y. 

The division makes organic chem- 
icals, a dry-as-dust subject for ad- 
vertising or promotional treatment. 

But Eastman was undaunted. It 
started an advertising campaign, 
treating the more than 3,500 chemi- 
cals lightly. 

Then excerpts were taken from 
the ads and compiled into a booklet, 
“Tales from the Alembic, or Serv- 
ice With a Smile,” which was sent 
as a direct mailer to persons who 
normally received promotional lit- 
erature on the Eastman chemicals. 

One of the “tales” “For a 
lady’s love D-glucosamine hy- 
drochloride (Eastman 664) is an 
amino sugar of importance in nu- 


was: 


tritional research, but there is one 
eminent biochemist to whom it is 
particularly important. He recently 
confided to us that many years ago 
he bought his wife her engagement 
ring with the proceeds derived from 
hydrolyzing with HCl the chitin 
from barrels of lobster shells, sepa- 
rating out and purifying the D- 
glucosamine hydrochloride, and 
selling it to us.” 

The “tales” went on, treating 
other dull chemicals in this fasci- 
nating manner. Eastman reports 
14,000 of the booklets were mailed 
out . . aimed not at getting requests 
for new information on the chemi- 


124 / industrial Marketing 


cals but to remind customers to get 
replacements of literature they al- 
ready received and may have lost. 
In the first seven days after the 
mailing, 1,600 requests for literature 
were received. 

Humor pays. 


Toy lift truck made to aid 
materials handling planning 
Towmotor Corp., Cleveland, like 
many other industrial companies, is 
producing a miniature version of its 








Versatile .. A new line 


Structural Display Co., I 


different display arrangements, 


Long Island City, N. Y. 


permitting 


ideas 


booklets / direct mail 


slide films / sales helps 


product (fork lift trucks) .. but has 
a new angle on its use. 

Towmotor says the 8x5'%4x234” 
model of the lift truck “was de- 
signed to serve as a handy plan- 
ning tool for materials handling ex- 
ecutives.” 

But, the company admits, greatest 
demand for the miniature trucks 
comes from persons wanting them 
for youngsters’ toys. 

Booklet humanizes a catalog 
cover, merchandises artist 

If there’s something unusual 
about your catalog, sales literature 
or what have you tell about it. 

Kearney & Trecker, Milwaukee 
machine manufacturer, was 
proud of a new catalog cover, an 
original full-color creation of in- 
dustrial artist Edmund Lewandow- 
ski, showing the graceful whirls and 
on page 126 
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of ‘“Moduline” components for displays has been introduced by 


Components can be moved about for many 


re-use in shows, sales meetings, etc. 











6 No matter which you use... 
EVERY | 


———¥ 


Un, 
PROJECTOR IS. KG 


FA 


Many projectors LOOK somewhat alike, 
in appearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 


lifetime! 


V-2€ -V-22C - V-25C : 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds, V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16" 
—two permanent needles 
on twist arm. 33!/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9" detachable speaker 
for 500-watt projector. 


d VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer. Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions, 


V-4S — V-44$ ' 


For single-frame_filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5" and 7" focal- 
length lenses available. 


(viewuex AP-7CT 


For professional use where 
size of audience demands 
extreme brilliance. For sin- 
gle and double frame, ver- 
tical and horizontal film- 
strips and 2 x 2 and Bantam 
slides. Finest optical system 
ever devised. 750-watt. Mo- 
tor fan cooled. 


STRIP-0-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button, Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors (il- 


lustrated here with V-25C). 


Write Dept. AB4 for colorful illustrated literature. 


“Change-O-Matic’" Automatic slide 4 yy 35-01 QUEENS BOULEVARD 
changer accommodates paper, glass, CW) KyYZ ine. : 
LY , LONG ISLAND CITY 1, N. Y. 


metal, or tape slides intermixed. 
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Sales promotion 


ideas » » begins on p. 124 








geometric precision of the waste 
metal cut by production machines. 

Kearney & Trecker capitalized on 
the striking cover illustration by 
sending a_ pocket-size, two-color, 
12-page booklet along with each 
catalog explaining how the cover 
came to be . . how artist Lewan- 
dowski ignored conventional paint- 
ing possibilities and chose an un- 
usual subject particularly suited to 
Kearney & Trecker. 


How to solve the problem 
of the invisible product 

The problem of promoting an in- 
visible product has been solved. The 
solution: label it. 

Detrex Corp., Detroit, manufac- 
turer of industrial cleaning equip- 
ment and chemicals, has started a 
national merchandising program for 
its Paint Bond, a chemical solution 
used to clean metal parts. 

The solution leaves a deposit of 
phosphate crystals which unites 
chemically with the metal to form a 
paint base that provides better ad- 
hesion and resistance to corrosion 
and blistering. 

But you can’t see it. 

Detrex now supplies customers 
with point-of-purchase stickers to 
slap onto their metal products, iden- 
tifying them as being protected by 
Detrex Paint Bond Process. 


Eaton-Dikeman uses its product 
to promote its product 

Eaton-Dikeman Co., Mt. Holly 
Springs, Pa., manufacturer of filter 
paper for laboratory and other in- 
dustrial uses, uses its product for 
inserts, letter heads, calling cards, 
direct mail pieces and other promo- 
tional items. 

First use of the paper in a pub- 
lication ad is in the November issue 
of Industrial Laboratories, Chicago. 
A full-page insert is an ad printed 
on one of the company’s standard 
filter papers. 

T. J. Druding, sales manager, calls 
the plan an adaptation of the old 
idea of tearing out a coupon and 
mailing it in for a sample. 

“This way,” he says, “they can 
tear out the whole page and have 
their sample right away.” 

In order that the paper may be 
subject to minimum compression 
and distortion, the printing is done 
in two-color offset. 

Each use of the product . . includ- 
ing the filter paper on which the 
news release telling the story was 
printed . . bears a notation in fine 
print that it is a sample of E&D 
filter paper. 

The plan was developed by E-D’s 
advertising agency, Olian-Sidman 
Advertising Agency, Harrisburg, 
Pa. 
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IM Oke . . Apparently one way to catch the eye of your customer's secretary when she 


opens the mail is to include flattery in the address on the envelope. 


This one from 


Coolerator got special notice when it arrived at the editor’s desk of Industrial Marketing. 
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Timber Close-Up . . Timber Struc 
tures Inc., Portland, used this spectacular 
photograph for the cover of a promotional 
booklet, showing the product in use on an 


unusual jok 


Spectacular job makes photo 
promotion for Oregon firm 

When Timber Structures Inc., 
Portland, Ore., had a spectacular 
and unusual job, it acted to use the 
job to the best promotional advan- 
tage. 

The job was production of the 
world’s longest laminated wood 
arches for the new field house of 
Montana State University, Missoula, 
Mont. 

In a four-page folder, Timber 
Structures told why, in dollars and 
cents terms, timber arches were 
chosen to support the roof of the 
field house and how the firm built 
the huge arches. 

The arches lent themselves to 
spectacular photography. Timber 
Structures used the photographs in 
the booklet and picked one of the 
most striking for a very effective 
cover. 


Thor goes underground to film 
color movie pushing mine tools 

A color movie, complete with its 
own special musical score, promotes 
mining equipment made by Thor 
Power Tool Co., Aurora, IIl. 

The 16 mm. movie was filmed un- 
derground at the Colorado School of 
mines to show the Thor mining ma- 
chinery in action. A professional 
narrator tells the Thor story. 

The film is available for showings 
in mining equipment buying cen- 
ters. 

Continued on page 128 








Modern Way To Build Business... 


HAVE YOU A SALESMAN IN 
EVERY CUSTOMER'S OFFICE EVERY DAY? 


Your loose leaf catalog or manual can be... ready for 
instant reference and use...a constant reminder of your 
company’s products and services! 

With loose leaf, frequent inserts can be issued, impressing 
customers with news of your latest improvements... keeping 
your catalog and prices right up to the minute at all times. 

Loose leaf eliminates costly repeat runs of tight-bound 
catalogs. And, it saves you money by making possible complete 
catalogs for big customers, limited catalogs for special 
accounts. Most important of all, your salesmen get more orders 
with catalogs that are always up to date. 


MAIL TODAY FOR FREE COPY 


Room 1927, 315 Fourth Avenue, New York 10, N.Y. 


Kindly send free copy of ‘“‘Binders That Build Business.” 


NAME___ 

TITLE_ 

FIRM__ 

ADDRESS a 
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5 Reasons Why Firms Everywhere 
Are Switching To Remington Rand's 
New Loose Leaf Line 


2 New exclusive “Tri-Lock” binder with 
3-position button control gives .. . firm 
compression ... flat reference . . . quick 
page changing. 

ey New exclusive “Cataloger” binder for 
catalogs, price lists, sales manuals, etc., 
opens at any point to a flat reference posi- 
tion automatically, and stays open without 
holding. Exclusive locking makes inser- 
tion or removal of sheets quick and easy. 


&) New Remington Rand “Multo-Ring” 
binder guards against tearouts .. . gives 
fiat reference. 


4) New “Salemaster” has exclusive quick 
change Kardex panels... “Sight-Seller” is 
the only sales-kit binder with the built-in 
easel-ease display feature. 


5] New cover stocks of impregnated 
Buckram prevent unsightly peeling and 
chipping. Exclusive “Rem-Bossed Pro- 
cess,” recessed beneath the “wear-level” 
of the cover surface, prevents wear and 
enhances the appearance of your company 
name and trademark. 


The Remington Rand line of binders, 
ring binders and memo books meets every 
known Sales and Service loose leaf re- 
quirement. Send today for free copy of 
this new 40-page Remington Rand catalog 
“Binders That Build Business.” It’s packed 
with facts, ideas and suggestions for mak- 
ing your product literature more effective. 
Find out what’s newest in the field! 
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STAINLESS STEEL 


FSRBSFeuzsesseses 


ctescseccesss€ 


NOMINAL COMPOSITION 

















Steel Selector .. C 


r each job. Slide 


Crucible’s ‘slide rule’ curbs 
metalworking failures 

When Crucible Steel Co., Pitts- 
burgh, found that most metalwork- 
ing failures and losses resulted from 
wrong selection of stainless steels, 
the assistant product 
manager steel products, 
Hugo Becker, came up with the an- 


company’s 
for tool 
swer. 

It is a slide rule type chart that, 
according to its designer, quickly 
answers the question of exactly 
what type of stainless steel should 
be used for about 95% of operations 
requiring use of that metal. 

The company points out that the 
chart cannot be designed to cover 
all cases, and that rarer jobs will 
still require the special knowledge 
of a competent metallurgist. 


Offer new twist in plant tour 
. . @ visit via pictures, text 

The plant tour is a well-estab- 
lished method of building 
goodwill and good public relations. 
But Old Colony Envelope Co., 
Westfield, Mass., has extended the 
plant tour idea, apparently under 
the policy: 

“If you can’t bring the customer 
to the plant, bring the plant to the 


sales, 
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customer.” 

Old Colony does it with a 28-page 
booklet, “A Visit to Old Colony.” 
The booklet begins with a map 
showing the location of Westfield, 
then jumps into a guided tour of 
the plant (via pictures and brief 
text), starting in the sales depart- 
ment and ending at the loading 
dock from which the company’s 
goods are shipped. 


News Plug. . Frederic B. Stevens Inc. 
Detroit foundry supply company, used the 
news to foster in 


ver-ending thirst for 


he National Metal 
station 
the news, 
ionists at the 
the mime 
wice daily to eager show 
of whom had not seen a 
newspaper for more than 24 hours. 
Caterpillar medallion pushes 
50th year of crawler tractor 
Caterpillar Tractor Co., Peoria, 
Ill., celebrates the 50th birthday of 
the track-type tractor by sending 
its customers and prospects a gift 
: bronze medallion 
commemorating “50 years on 
tracks” and proclaiming Caterpillar 
a “pioneer in track-type power.” 
The handsome medallion gives 
Caterpillar lasting promotion be- 
cause of its usefulness as a paper- 
weight. 


a six-ounce 


Westinghouse follows up ad 
campaign with calendar offer 

Westinghouse Electric Corp., 
Pittsburgh, has followed up its “One 
Step Closer” advertising campaign, 
emphasized the company’s 
part in advancing aviation tech- 
niques, by offering a calendar of 
reproductions of illustrations used 
in the campaign. Illustrations are 
unusual aviation art. 

The offer is made in a direct mail 
folder sent to Westinghouse custom- 
ers and prospects. The folder also 
offers a reproduction, suitable for 
framing, of “Span of Flight,” one of 
the illustrations used in the cam- 
paign. 


which 


Continued on page 130 
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ae 


Asks World’s Leading Aviation Newsmagazine 


for Experts’ Opinion of “The Jet Age” 


SEVENTY-TWO HOURS 

after the January 10th Comet 

jetliner crash, LIFE’s Washington 

Bureau sought counsel from AMERICAN 

AVIATION’s editor and publisher, Wayne W. 

Parrish. “Did the jet age come too soon?” What 

did the specialists staffing the world’s leading busi- 

ness-technical aviation newsmagazine think? What 

about design, performance factors concerning jet 

airframes, engines? Would jet transport be set back 
or accelerated? 


ASSIGNED to the task of helping LIFE prepare 
a special feature, were managing editor William D. 
Perreault and international editor Anthony Van- 
dyk. These authorities, applying their many years 
of technical experience in aviation matters, worked 
into the night to meet deadline for LIFE’s January 
25th issue. 


IT WAS LOGICAL for LIFE to call on the 
global aviation industry’s best qualified experts for 
the data. LIFE’s editors knew about AMERICAN 
AVIATION’s reputation for presenting authentic, 
exclusive aviation news developments. LIFE knew 
of the prestige enjoyed by AMERICAN AVIA- 


AMERICAN AVIATION editors have long 
proved their editorial excellence, accuracy and skill 
by winning more awards, since 1937, than any 
other aviation publication. This January, editor and 
publisher Parrish was awarded top honors in Trans 
World Airlines’ 16th Annual Aviation Writing 
Competition. He was presented the Strebig-Dobben 
Memorial Award which goes each year “to the 
writer or editor who has done most for aviation 
during the past year.” Executive editor Eric Bram- 
ley and international editor Anthony Vandyk also 
won awards under the Technical Class of the TWA 
competition. 


This editorial know-how—tapped by LIFE for 
one feature story for its multi-million readers—is 
given regularly to AMERICAN AVIATION’s se- 
lected subscribers in every issue. It is the type of 
editorial service expected by, and rendered to, the 
world’s aviation leaders who read and rely upon 
all the American Aviation Publications. 





TION in the field and by the world press. - <7 


ublications 


1025 Vermont Avenue, Northwest — Washington 5, D. C, 


DID THE JET AGE COME TOO SOON? 


Bo. sows Daagh the Gites ws game Mhomegh & pete: (ae akeg ent the amet Comet 5 Bey 


* AMERICAN AVIATION MAGAZINE 


* AMERICAN AVIATION DAILY 


*% AMERICAN AVIATION 
WORLD-WIDE DIRECTORY 


* OFFICIAL AIRLINE GUIDE 
%& TRAFFIC NEWS (Daily) 


* AIR INFORMATION D‘*7/ISION 
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%* WHO'S WHO IN WORLD AVIATION 








Sales promotion ideas... . ©»: 








Easy Picking. . 


n net which the 


ompany developed 


Display cabinet solves problem 
of ‘buried’ cabinet hardware 


National Lock Co., Rockford, IIL, 
found itself with a merchandising 
problem when a study showed the 
company’s products (cabinet hard- 
ware) were being “buried” on deal- 
ers’ shelves, far from customers’ 
eyes. 

National solved the problem with 
a compact display cabinet which, 
according to the company’s adver- 
tising, “provides a complete, com- 
pact hardware department with a 
mass of live-action selling space 
within a small area . . and encour- 
ages customer self-service.” 

The company packages its prod- 
ucts in transparent-topped cartons, 
made to fit into the cabinet’s dis- 
play space. 


Contest finds pulling power 
ef sales promotion literature 

Want to find out how effective 
your sales promotional literature 
is? Hold a contest. 

That’s what Michigan Alkali di- 
vision, Wyandotte Chemicals Corp., 
Wyandotte, Mich., did. 

L. D. Dodson, division product 
manager, wanted to know the draw- 
ing power of six folders promoting 
Wyandotte calcium chloride. He 
decided his distributors and their 
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Customers can hardly miss products of 





1al Lock Co. displayed 


bring its products off dealers’ shelves. 


sales personnel should know better 
than anyone. 

Mr. Dodson asked all distributors 
and their salesmen: which of the 
promotional pieces do you consider 
most effective? .. why? . . how have 
you found it useful in your work? 

Judges will select the entry hav- 
ing the most valid and original 
thought, based on good advertising 
principles. Writer of the top entry 
will receive a $500 watch as first 
prize, and there will be several 
lesser prizes. 

The prize for Wyandotte will be 
a better knowledge of what to stress 
in future promotional literature. 


Print first section of catalog 
in booklet form for promotion 

A low-cost booklet is being used 
by Federated Metals Div., American 
Smelting & Refining Co., New York, 
to arouse interest in a catalog that 
isn’t yet finished. 

‘since type for the catalog was 
already set, one section of it was 
printed in booklet form, and dis- 
tributed among foundrymen. The 
of the 9x4” booklet 
points out that it is only a part of 
the future catalog, and describes 
what will be found in the complete 
handbook. A self-addressed post- 
card, conveniently made part of the 
booklet’s cover, makes it possible 


introduction 


for the recipient to reserve a copy 
of the catalog. 

Returned postcards help the com- 
pany estimate demand for the cata- 
log. The idea was developed by 
John Mather Lupton Co., New 


York, the company’s agency. 


American Viscose makes friends 
with jampacked fact booklet 

American Viscose Corp., Phila- 
delphia, makes friends in its field 

. textiles . . with a 72-page book- 
let jampacked with facts about the 
company’s products, and even those 
of its competitors. 

The booklet, “Fiber Facts,” lists 
in detail the various types and sizes 
of the company’s textile fibers and 
gives the physical properties of all 
major man-made fibers, including 
those made by the company’s com- 
petitors. 

The booklet includes a ten-year 
record of the company’s business 
activities, the addresses of all offices 
and plants and the names of its top 
men. 


Secret message plus damp card 
equals big selling impact 

Put your sales message in a secret 
message and “the impact is tremen- 
dous,” says Weck Process Co., New 
York. 

This type of sales promotion goes 
out on an apparently blank card, 
which bears instructions to dip the 
card in water. The sales message 
magically appears on the dampened 
card. fe 


Clever Creasing .. A nove! idea for 


jirect mailers, this pre-creased fol 


Jer pre- 


pI 
sents a lot of message space in a small 
packet. The 


Philadelphia 


patented folder, by The 


Bindery, Philadelphia, un- 
folds along its creases . . with one turn 
of your wrist . . to approximately six times 
the area of the closed cover and refolds 


easily to its original size. 























ntl Wedhatlln Ma tt AlNbtron hart 
HERE LIES THE STEAM SHOVEL 


Tae steam shovel is as obsolete as the brontosaurus, 
thanks to our client of 28 years, Northwest Engineering 
Company, who pioneered internal combustion engines for 
power shovel power over 30 years ago. 


In 1917, Northwest was an upstart in the shovel field 
with more ideas than capital. They dared to buck the 
leaders, but not with a better product alone. They staked 
their scarce dollars on advertising — bigger and better 
than that of competition. 


Today, Northwest is one of the best-known names in the 
construction industry. Northwest shovels and cranes 
outsell them all in the range of sizes the company builds. 


Good industrial advertising helps build industrial leaders! 
That kind of advertising is our business and if vou’ll 
call us we'll tell you how it can be applied to your products. 


RUSSELL T. GRAY, INC. 


205 W. Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


ADVERTISING TO INDUSTRY AND AGRICULTURE SINCE 1917 
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N. Mayer 


W. Michener 


ol 
one-day seminars launched in 
New York; E. A. Buckley 


Michener Co., both of Philadelphia. 


James Gray 


Trend to full-day seminars 


grows among NIAA Chapters 


® PHILADELPHIA In this part of 
the country, industrial advertising 
men are beginning to believe that 
all the problems of the trade cannot 
be solved with an after-luncheon or 
after-dinner speech. 

As a result, NIAA chapters here, 
in Newark, New York and Boston 
are running more and more toward 
the one-day seminar as a means of 
giving their members an opportu- 
nity for full discussion of their pro- 
fession. Philadelphia’s Eastern In- 
dustrial Advertisers, in particular, 
have shown their conviction of the 
value of this type of activity by 
launching a monthly series of full- 
day sessions. 

Direct mail was the subject of the 
series opener in January. From 9 
a.m. until 4:30 p.m., with time out 
only for two coffee breaks and a 
short luncheon, 30 industrial adver- 
tising managers put their problems 
on the table and listened to the ex- 
periences of all others present. 
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The seminar series was agreed 
upon after a survey of a sample 
group of EIA members indicated 
that 80° of the respondents favored 
the one-day program. 

Attendance at each future sem- 
inar will be limited to 15 members 
to give each participant an oppor- 
tunity to tell about his problems and 
to hear discussion of them by his 
fellow-members. 

A departure from the panel-dis- 
cussion type of seminar was pre- 
sented by Industrial Marketers of 
New Jersey at its March 2 one-day 
that 
from 9:15 a.m. through dinner fea- 
tured seven speakers. 

Lead-off speaker Ralston B. Reid, 
manager of advertising and sales 
promotion, apparatus division, Gen- 
eral Electric Co., urged admen to 


session, when a program ran 


anticipate trends in manpower for 
their industries, in possible new 
forms of media, and in measurement 
of advertising results. 


“The ‘Three R’s’ of Agency Rela- 
respect, responsibility 
and_ resourcefulness were the 
subject of a talk by G. M. Bas- 
ford’s vice-president, William Don- 
ald Murphy. Radio and television 
commentator Ben Grauer addressed 
the luncheon meeting. Other speak- 


tionship” 


ers and topics: 

Paul I. Lyness, director of maga- 
zine research, Gallup-Robinson Ad- 
vertising Research, (industrial re- 
search techniques); William E 
Irish, vice-president and editor, In- 
dustrial Equipment News, (new 
product publicity); and Thomas F. 
Byrne, vice-president, Structural 
Display Co., Long Island City, New 
York (exhibiting). 

Kenneth Kramer, executive edi- 
tor, Business Week, wound up the 
day with the dinner address, “Eco- 
nomic Prospects for 1954.” 

New York’s Industrial Advertis- 
ing Association will follow the Phil- 
adelphia and New Jersey lead with 
a one-day meeting April 5, key- 
noted by a talk on “Today’s oppor- 
tunity for the industrial adman to 
help management solve some of its 
problems” by Carlton L. Winslow, 
vice-president of sales, Cuno Engi- 
neering Corp., Meriden, Conn. 


New-Old .. Panel topics will be: 
setting up objectives by searching 
out and defining markets for new 
and old products; the question, 
“What do advertisers and agencies 
need from publishers in 1954 to 
answer management’s questions?”; 
how advertising men should work 
with salesmen and distributors to 
merchandise their advertising, and 
yardsticks to measure results of ad- 
vertising in 1954. 

Boston’s Technical Advertising 
Association, is following the 
lead with a one-day industrial ad- 
vertising anc marketing clinic set 
for April 14. 

The general chairman of the clinic 
committee, Harold A. Beaudoin, 
General Electric apparatus advertis- 
ing and sales promotion manager, 
Boston, said the clinic’s purpose is 
“to discuss and explore methods of 
aggressively promoting during the 
coming months the products of New 
England industries.” 

Several panels, headed by adver- 
tising and marketing specialists, are 
tentatively scheduled. ® 


too, 
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Se aaa 
14,000 READERS EFFECTIVE WITH JULY, 1954 ISSUE 16,000 READERS 


TWO EDITIONS cover the world areas of trade 


on a combined basis — or Latin America and 





the Eastern Hemisphere on a selective basis. 


* * * 


WITH BOTH EDITIONS IN ENGLISH —the international business language —THE 
DIGEST is edited specifically for top management and administrative executives abroad. 


Over 90 per cent of its readers are foreign nationals. 


+ * * 


FOR U.S. ADVERTISERS confronted with hard selling effort in world markets, MeGRAW- 
HILL DIGEST is the ideal, flexible advertising support for your sales program. 








a) (C) A PUBLICATION OF McGRAW-HILL INTERNATIONAL CORPORATION 
< 330 West 42nd Street @ New York 36, New York 
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management 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 

and advertising problems 





Executives vary stress on value 


of faster depreciation to help economy 


What are the major tax changes needed to keep business at a high level? The Eisen- 
hower administration is expected to change tax laws to provide for bigger allowances for 
depreciation in earlier years on buildings, equipment and machinery. Also, companies 
will probably be able to get an operating loss carry-back for two years, instead of for only 
one year, as at present. How important do you think these measures will be in keeping 
business good? To get some answers, Industrial Marketing asked several top executives 
in different industries these questions. Their answers appear below. 





By S. M. Cooper 
President 
Fafnir Bearing Co. 


New Britain, Conn. 


® I THINK THAT the major tax im- 
provement is the elimination of the 
excess profits tax, which should 
have the effect on many companies, 
including our own, of making avail- 
able more funds for capital expend- 
itures. Any further reduction in 
the normal tax would also be of 
assistance in this respect. 

While many companies have, of 
course, maintained capital expendi- 
tures at a high level by borrowing, 
if necessary, many other companies 
like ourselves have hesitated to 
borrow for this purpose and have 
perhaps unconsciously kept capital 
expenditures at a lower level than 
they otherwise would on account of 
a shortage of cash. 
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I am heartily in favor of a change 
in the tax regulations on deprecia- 
tion to change over to a “declining 
balance” method, but I am less cer- 
tain as to its immediate effect on 
capital expenditures. Acceleration 
of depreciation has, of course, had 
a tremendous effect on expenditures 
during excess profits tax years, but 
as there is less to be saved in taxes 
by means of higher depreciation I 
am inclined to think that expendi- 
tures will be influenced more by 
the cash improvement mentioned 
above than they will be by con- 
siderations of an increased depre- 
ciation rate, although the latter will 
undoubtedly help. 

As a matter of fact, I am wonder- 
ing whether, in the next few years, 
depreciation charges already built 
up through the heavy expenditures 
for high-cost capital equipment in 
the last few years may not begin to 
appear more burdensome than an- 
ticipated, with the result that in- 
dustry attitudes on increasing de- 
preciation charges may change. 


I am not in any position to com- 
ment on the effect of extending the 
operating loss carry-back for two 
years instead of only one, but would 
doubt that it would have very much 
effect on the course of business. 


By C. H. Reeme 
President 
Udylite Corp. 
Detroit 


® EXCESS taxation of business pre- 
vents investment in the future. A 
more realistic depreciation allow- 
ance would be of benefit. Studies 
show that equipment values gen- 
erally decrease at a rate slightly 
greater than two-thirds of the cost 
of the item in the first half of its 
life. The new depreciation policy 
being considered for 1954 tax law 
is a step in the right direction. 

Elimination of double taxation on 
dividends, at present taxed at both 
the corporate level and the individ- 
ual level, would be an incentive for 
greater investment on the part of 
the public in corporate stocks, thus 
resulting in greater availability of 
funds for corporate expansion. 

Reduction in excise taxes would 
increase sales throughout the nation 
and would thereby create an over- 
all expansion in business . . all of 
which would result in a_ higher 
standard of living for the country’s 
citizens. 

Continued on page 138 





a key executive? 


a valued clerk? 


a skilled worker? 


an experienced secretary? 


Lost Needlessly ? 


Although more than 70,000 Americans were 
cured of cancer last year the tragic truth is 
that at least 70,000 others—who might have 
been saved—lost their lives because their can- 
cers had spread and “colonized” in other parts 
of their bodies before proper treatment could 


be started. 


That’s why we want everyone to realize that, 
since most early cancers can be cured, the best 
“insurance” is: 

First ... 70 have a thorough health check-up 
every year no matter how well you may feel 


(twice a year for women over 35). 


SECOND... To learn the 7 danger signals that 
may mean cancer, and go straight to your doctor 
at the first sign of any one of then—(1) Any 
sore that does not heal (2) A lump or thickening, 
in the breast or elsewhere (3) Unusual bleeding 
or discharge (4) Any change in a wart or mole 
(5) Persistent indigestion or difficulty in swal- 
lowing (6) Persistent hoarseness or cough (7) 
Any change in normal bowel habits. 


If you want us to arrange a special educational 
program for your fellow-workers, phone the 
American Cancer Society office nearest you 


or address your letter to “Cancer” in care of 


your local Post Office. 


American Cancer Society 
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_BUSINESS 


SHOW THIS AD TO 


NOW IS THE TIME TO 
PREPARE YOUR 

ENTRY FOR 

INDUSTRIAL MARKETING’S 


16th ANNUAL BUSINESS 
PAPER EDITORIAL 
ACHIEVEMENT COMPETITION 


AND AWARDS 





L:: easy to enter because the competition covers ma- 
terial published last year. You've already done the 
big part of the job. All you need do now, is to or- 
ganize and enter material which you have already pub- 


lished. 


This is your chance to dramatize the importance of 
high quality editorial content to both advertisers and 
agencies. 


~ 
BIN OUSTRIAL Othe ; os a 
MARKETING i You can enter your best editorial material in amy 


or all of these five classifications! 


Handsome first place bronze plaques will be 
awarded to editors for 1953 excellence. 
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PUBLISHERS .. . . 


YOUR EDITORS 


45 AWARDS FOR BEST EDITORIAL WORKS OF 1953 


@ First place bronze plaques (15) and framed certificates of merit 
(30) are offered in three broad groups of business paper publish- 
ing: Group A .. industrial; Group B . . merchandising, trade and 
export; Group C . . class, institutional and professional. 


@ Winning entries will be named by three panels of judges, care- 
fully selected for their knowledge of the field served by each group 
of business papers. Each entry is examined by the judges of its 
group. 


YOUR ENTRIES ARE 


1. For the best series of related articles on one theme. The 
articles must appear in two or more issues. 


oz For the best single article or editorial serving the publication's 
field. Judges will consider either technical or general articles, 
editorials, news, and presentation of technical or product informa- 
tion. 


b 3 For the best single issue, special issue or annual issue de- 
voted principally to a single subject or central theme. Independent 
directories, or one-time publications are not eligible. 


SEND FOR YOUR ENTRY BLANK 


Use this coupon to 


order entry blanks 

NOTE: Deadline: May 1, 1954 
Physical size of entries must not 
exceed 18” x 24”. Elaborate entries 


are not necessary. 





Any publisher may enter more 
than one entry in more than one 
However, duplicate 
Also, 


when submitting multiple entries, a 


classification. Editor 


entries must be submitted. Publication 
Address 


separate entry blank must be at- 


tached to each entry. 


INVITED 


To: Merle Kingman, managing editor 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, II. 


Please send us. . 
ness Paper Editoriz] 


classified in the following group: 


[_] A. Industrial 
[] B. Merchandising, Trade and Export 


[] C. Class, Institutional, Professional 


@ Editors and publishers may enter published material from is- 
sues dated January, 1953, through December, 1953. This competi- 
tion is open to all editors of business papers published in the U.S. 
or Canada. The competition is not open to editors of internal or 
external company publications. 
not eligible. 


@ Deadline: Saturday, May 1, 1954. SEND ENTRIES TO: Contest 
Editor, Industrial Marketing, 801 Second Ave., New York 17, N. Y. 


Foreign language publications are 


IN 5 CLASSIFICATIONS 


4. For the best graphic presentation appropriate to the publica- 
tion’s function. Individual articles or complete issues will be 
judged on design, format, typography or treatment of illustrative 
drawings or photographs. 


| For the best original publication, market or technical research 
published in a regular issue. Research must be initiated by and 
financed by the publication. 


Remember . . your entry will be judged in competition with other 
publications in your own field. 


IMMEDIATELY 


. entry blanks (one for each entry) fc 


oC 


Achievement ompetition 


PPT TTTTTTTITTTTITI ILLITE LLL 
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Forum .. 


A reduction in individual income 
taxes would result in larger public 
spending and have the same effect 
as reduction in excise taxes. Any 
loss in government revenue could 
be met by the taxes resulting from 
greater business activity even in 
view of reduced tax rates, and by 
a reduction in federal expenditures. 


By E. J. Hanley 


® OF THE PROPOSED administration 
recommendations for tax revisions 
affecting business, one of the most 
important is a more liberal allow- 
ance for depreciation. 

Enactment of an _ appropriate 
amerdment should provide incen- 


tive to companies to replace more 
quickly outmoded and obsolete pro- 
duction equipment. The effect will 
be twofold in that larger expendi- 
tures for equipment will be made 
and plants will become more effi- 
cient as the result of cost savings 
in production. This will tend to in- 
crease the level of business and, at 
the same time, increase profits sub- 
ject to taxation. 

Our company has carried on a 
more extensive modernization pro- 
gram than originally planned, in- 
duced by the availability of certifi- 
cates of necessity. This tax incen- 
tive lessened the risk in capital in- 
vestment and aided in obtaining 
financing through term borrowings. 

Other recommendations which, if 
enacted, should stimulate business 
activity are the proposed treatment 
of research and development ex- 
penses on a current basis, elimina- 
tion of penalty tax on consolidated 
returns and on inter-corporate divi- 
dends, and preferred treatment for 
income from foreign 
sources. This last proposal should 
stimulate American investment in 


business 


foreign subsidiaries. 

I believe it is very important to 
the economy for the proposed re- 
duction in personal taxes to be acted 
upon favorably by this Congress. 
Any increase in retained earnings 
or take-home pay for the individual 
definitely will increase the business 
level, for he is the important con- 
sumer and investor. Up to the 
present, the individual has had less 
of an incentive to invest money in 
good industrial companies due to 
double taxation of corporate profits 
and then dividends. Other proposed 
tax relief, such as the reduction in 
rates, and increases in exemptions 
and sickness allowances, should aid 
the taxpayer and result in increased 
amounts of money available for con- 
sumer purchases. 

Enactment of the administration’s 
proposed tax revisions will, in my 
opinion, constitute a major step in 
alleviating the present crushing 
burdens of taxation, and will tend 
to provide a more healthy climate 
for sound economic growth. Too 
much emphasis cannot be _ placed 
upon the importance of the admin- 























istration’s policy which is calculated 
to reverse the devastating trend of 
federal taxation and, thus, tend to- 
ward a return to a system which 
will permit the industrious and pro- 
gressive taxpayer to retain an 
equitable share of his labor or in- 
vestment. 


By D. G. Black 
Vice-President in 
Charge of Sales 
Syntron Co. 
Homer City, Pa. 


® I BELIEVE that the following tax 
changes are needed to keep busi- 
ness at a high level. 

First, all free aid to foreign 
countries should be discontinued 
immediately. This will consider- 
ably lower the budget and eliminate 
the necessity of just that much tax. 

Second, the low tariffs now in 
effect as a result of the free trade 
policy and “reciprocal trade agree- 
ments” should be immediately cor- 


rected to the high, protective tariff 
necessary to protect our American 
labor against the importation of 
foreign competition made with la- 
bor costing only a third as much 
as that of our American standard. 

While these increased tariffs may 
not produce more revenue, they will 
certainly promote and __ protect 
American labor’s earnings as a 
whole, resulting in increased income 
tax revenue. 

Third, the excise tax on certain 
manufactured products (the so- 
called luxury taxes) should be 
lowered and in instances, 
abolished to promote the freer flow 
of this type of manufactured prod- 
ucts, with a resulting increase in 
employment and consequent income 
tax paying ability. 

Fourth, the correction in certain 
industrial taxes following the trend 
established by the elimination of 
the excess profits tax, such as the 
reducing of surtaxes, correction of 
the depreciation rulings, and, of 
course, the loss carry-over policy, 
will all stimulate industrial activity 
resulting as a whole, in more rev- 


some 


enue at a lower tax rate. 

This could be so set up as not only 
to balance the budget, but also to 
exceed the budget in tax income. 

The above ideas of discontinuing 
foreign aid and establishing a pro- 
tective tariff against foreign com- 
petition may not be popular, but 
the idea, or theory, of raising for- 
eign countries’ living standards to 
our standard by lowering the bar- 
riers that have protected our stand- 
ards, are not going to raise those 
standards to ours .. but rather are 
going to drag ours down to their 
standards! 

If some of the proponents of free 
trade, such as those American man- 
ufacturers who have plants in for- 
eign countries, and who wish to 
sell those products in this country, 
would raise the wage rate of their 
workers in those foreign countries 
up to the wage rates of our Amer- 
ican workers, then they would go 
a long step raising the 
standards of foreign living condi- 


towards 


tions. 
Otherwise, your general over-all 
result of our present policy is not 


1A 


Continued on page 142 





. Whaté cooking ih Castle Kock ¢ 


Contractors and their engineers are interested 
in learning how the other fellow does it, and 
that’s the kind of useful material they find in 
C&E. The editors of C&E pioneered the now 
popular technique of field visits to get the facts. 


pon CE reall 
ow Mia! 2 


And these on-the-spot reports are still the back- 
bone of our editorial contents. 

In the long run, every magazine is just as 
successful as its readers want it to be. Bearing 


, sus , this in mind, it’s interesting to note that C& 
When one of our field editors visited the paving ’ caved 


project at Castle Rock, Colorado, he discovered that the 
contractor, Peter Kiewit Sons’ Co., was beating the 
120 day schedule by 25%. Such performance is only possible 
when the contractor uses modern construction 


after thirty-three years on the job, carries more 
advertisers than any other monthly in the con- 
struction field. Write for a current copy and let 
C&E speak for itself. 


machinery and runs an efficient job. 





Contractors and 
Engineers 
magazine of modern construction 


1719 Daily News Bldg. 
Chicago 6, Illinois 











2238 Ben Lomond Dr: 
Los Angeles 27, Calif. 


420 Leader Building 
Cleveland 14, Ohio 


470 Fourth Avenue 
New York 16, N. Y. 





The Completely NEW 


1955 Market Data 
& Directory Number 


Redesigned to provide industrial advertisers and agencies 
with significant information covering 7 fundamental 
market-and-media questions, the 1955 MD&DN will 
contain essential data on 62 major classifications and 42 
sub-classifications of industries and trades. Material 
presented in each section will follow a standard pattern; 
will be easy to find and easy to understand. 


keting 
industrial on et Date 


5 Mork 
een Wumbet 


June 25, 1954 


How the New 1955 MD&DN Will Inform Advertisers and Agencies on the 
7 Basic Industrial Market-and-Media Questions! 


1. Information on: “What current trends and 
developments in the industry are note- 
worthy?” 


1. Current trends 

This segment, which leads off each section, will in gen- 
eral answer the question, ‘““‘What’s going on in this 
field?” It will provide the latest available facts on 
basic trends and developments obtainable from com- 


petent sources. 


2. Information on: “What are the basic statis- 


tics—plants, location, sales, employment, 


etc.? 


2. Basic statistics 

Under this head will be presented the essential sta- 
tistical material available on the particular market 
under discussion. Such facts will be given as number 
of units, location, sales volume, number of employes, 


etc. 
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3. Information on: “What does the industry 
buy—what products and services, and how 
much?,.” 


3. what the industry buys 

This heading will cover the highly important subject 
of what kind of products and services add up to worth 
while sales volume in a given field. Information as far 
as it is available will be given on this subject, in some 
cases with statistical summaries of quantities bought, 
etc. In effect, this is the counterpart of the BASIC 
STATISTICS segment: That one deals with what an 
industry makes and sells, this one with what can be 


sold to the industry. 


4. Information on: “How does the industry 
buy—buying standards, and factors who 
specify?” 


&. How the industry buys 

Under this heading, analysis and discussion, rather 
than statistics, will provide information on the buying 
and specifying factors, the special qualifications sought 


in materials and services bought by the industry, etc. 
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The purpose of this section, of course, is to provide the 


person who wants to sell something to this industry 
with a “short course” on how the industry buys, who 
is important, etc. Much of the controversial element 
may appear in this section—e. g., is the purchasing 
agent or operating man more important; should builder 


or architect be wooed harder? Etc., etc. 


5. Information on: “What sources are avail- 
able for further detailed market informa- 
tion on specific products?” 


“ 
=. Sources of data 

The facts, figures and charts in each market section 
are assembled from numerous sources. In order to 
make it easy for advertisers and agencies to obtain 
supplementary data, if desired, credit lines on refer- 
ence sources will be consolidated under this heading 


in each market section. 


5-C! Additional sources of information 


In order to place every possible aid for studying a mar- 
ket within easy reach of advertisers and agencies, two 


additional services are provided under this head: 


A. Available market data 

All known current market data and research 
related to each market, and available from 
publications in the field, are listed with sum- 
maries of contents. These items are numbered 
and may be easily ordered through the use of 
postcards which are bound into the book as 
a special insert. 


B. Trade associations & 

promotional groups 
This exclusive feature helps advertisers and 
agencies who desire to extend their explora- 
tions of a market. Each section contains a 
complete list of names and addresses of trade 


associations and promotional groups in the 
field from which additional information might 
be secured. 


6. Information on: “What publications serve 
the market—basic facts about them?” 


6. Media covering the market 
Each market section in MD&DN includes basic data, 


or cross-references, on all publications directly serv- 
ing all, or a part, of the market concerned. All publi- 
cations of possible value are easy to locate. There is 
no need to research prolific breakdowns of business 
paper classifications to discover usable media, and the 


hazards of omission are eliminated. 


Arranged so that all publications related to a market 
can be readily located, MD&DN lists over 2,400 busi- 
ness papers in the U. S. and Canada, together with 
condensed information on rates, discounts, circula- 
tions, mechanical data, etc., etc. Thus, the job of 
preparing preliminary schedules is vastly simplified. 


7. Information on: “Which publications are 
best qualified for schedule consideration?” 


7. “Tell-All” media information 
advises advertisers 


Information to help advertisers and agencies gauge 
the advertising values of pertinent media—specific 
information on market served, circulation, coverage of 
market, buying power, editorial services and influ- 
ence, comparative values, special services to adver- 
tisers, etc.—is provided in “tell-all” sales messages of 
publications, which for convenience of reference, are 
placed alongside data on market served. Over 200 
publications make this kind of additional information 


available to advertisers and agencies. 








The Market Data & Directory Number is the only reference which provides 
market-and-media data service covering all major classifications of industries 
and trades. Subscription to Industrial Marketing ($3.00 per year) includes 
MD&DN. The 1955 Edition will be issued June 25, 1954. New subscribers on 
record up to May 10 will be assured copies of the 1955 Edition. Address sub- 
scriptions to Industrial Marketing (MD&DN), 200 E. Illinois St., Chicago (11) 








Publishers note: Advertising copy deadline for the 
1955 Market Data & Directory Number is May 10, 1954 
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Crusading 
readership 
isa 


Tall Target... 


SAFETY MAINTENANCE & PRODUC- 
TION has an active paid readership. 
It leads the crusade for safety—and 
has done so since 1901. Proof of this 
can be found in the legislative records 
of the past 52 years, in nationally ac- 
cepted codes, in day to day practices 
in plants throughout the country. 


The record shows more than 25 
nation-wide safety campaigns initiated 
and successfully carried through by 
SM&P. This is conclusive evidence of 
readership by the men who make deci- 
sions in the safety and maintenance 
fields. 


SM&P has this weight of influence 
because it is soundly edited. It does 
not generalize . . . it loads its articles 
with facts, with informative tables, with 
concrete illustrations of the practices it 
recommends. It is as helpful and inform- 
ative to the novice as it is to the old pro 
...and equally respected by both. 


Because of this respect, advertisers 
find that their story has greater impact 
in SM&P. Practical men with the power 
to buy read and believe SM&P. 


To Advertisers SM&P offers: 


A completely paid circulation repre- 
senting top purchasing power. 


A constantly growing readership 
among plant operating officials. 


A yearly saving in per thousand 
rates resulting from an expanding 
paid circulation. 


Safety 
Maintenance 


and Production 


America's Pioneer Magazine in its Field. 
An Alfred M. Best Co., Inc., Publication 
75 Fulton St., New York 38, N. Y. 


Atlanta Cincinnati 
Boston Dallas 
Chattanooga Los Angeles 
Chicago Richmond 
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Forum... begins on p. 13 


to raise the standards of the rest of 
the world to our level . . but rather 
to drag our level down somewhere 
towards their level. 


By W. C. Denison 


sider 


® THE FUTURE STABILITY and degree 
of soundness of our economy depend 
to a large extent on the decisions 
that are made today with regard to 
certain proposed changes in our tax 
laws. It is very important that we 
do not adopt a tax policy which 
tends to destroy incentive and 
thereby eliminate the motivating 
force which is so necessary to the 
successful operation of our free en- 
terprise economy. 

We all know that real wages, or 
purchasing power, is geared to pro- 
ductivity, which in the end is de- 
pendent upon investment. In our 
economic system this investment 
can be in many forms and all of 
them are necessary to the business 
cycle. Regardless of the form, how- 
ever, no net gain or profit is realized 
until this investment has first been 
recovered. 

There could undoubtedly be many 
changes in our tax laws that would 
increase the incentive for invest- 
ment. However, I will point out 
only a few major issues. 

The double taxation of dividends 
is unfair and is a discrimination 
against stockholders in favor of 
other forms of investment. Business 
growth is restricted, equity funds 
become less available and invest- 
ment in corporate ventures disap- 
pears. 

The present slow basis of recov- 
ery of investment in capital expen- 
ditures makes owners reluctant to 
modernize their factories with new 
equipment and thereby retards pro- 
ductivity, which is the main require- 
ment for maintaining our high 
standard of living and _ healthy 
economy. Estimates indicate that a 

Continued on page 143 











Plas Coverage 


‘For Yeur GROWING 
Seuthern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 


agencies. 17 


BAKING 








New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. Y- 

3. FOOD PROCESSING 
Southern Food Processor. 
Reaches the leading processors, packing in 
cans, glass and frozen packages. 











4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





3. FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. 


Fs PULP AND — 








Sou*hern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
coverage of the South’s expanding paper and 


pulp industry. W- 


8. PRINTING 








Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 


9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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realistic measurement of the depre- 
ciation now accruing annually on all 
business assets in the U. S. exceeds 
by about $7 billion (or almost 50%) 
the amount allowed for federal in- 
come tax purposes. 

Other countries have done some- 
thing about this and therefore I 
believe it is imperative that a more 
lenient policy be adopted in this 
country lest we lose our position 
in productivity and world markets. 

Investments in research and de- 
velopment programs are of a con- 
tinuous nature in our economy and 
are costs which should be allowed 
to be written off regardless of his- 
toric practices. In many industries 
research is as necessary to their 
continued existence as blood is to 
human life. 


By Frank H. Adams 
President 

Surface Combustion 
Corp. 


Toledo, O. 


® THE MAJOR tax changes needed to 
keep business at a high level are 
primarily those which reflect a 
change in policy from one of hav- 
ing a central government respon- 
sible for our economic status to one 
which bestows this responsibility to 
the individual and to local govern- 
ments. This means a general over- 
all reduction in the federal tax take 
in proportion to national income. 

Beyond this, consideration needs 
to be given those taxes which dis- 
courage the investor and limit job 
opportunities. 

It is estimated that to increase 
employment and maintain our 
standard of living for the popula- 
tion increase in the next 25 years, 
there would be required over $250 
billion of new capital and over 
20,000,000 new jobs. 

Our economy is based on the in- 
centive of profits which both com- 
pensate the investor and supply the 
principal source of capital for ex- 
It provides better pro- 
facilities which reduces 

Continued on page 144 
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Ground Glass 
in Rubber? 


Yes, ground glass of controlled par- 
ticle size and shape is used in rubber- 
base paints to reflect light... 


This indicates the extent to which rubber companies 


use seemingly unrelated 


qualities into the 50,000 different rubber products 
turned out by this industry. Perhaps your company’s 
products... services... or equipment could be used 


in this $5 1/4 billion field. 


Tell us what you offer for 


some idea of the market for it in the rubber industry. 


RUBBER AGE 


2102 Fisk Building 
New York 19, N. Y. 


Publishers of the industry's only 


products to build desired 


sale and we'll try to give you 





RUBBER AGE carries 
more paid advertising 
than any other rubber 
journal in the world! 











Directory: RUBBER RED BOOK 
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Dy Lasonclljed 


WORKING DIGEST... 


goes to the right men... your logical 
prospects with authority to buy 


The personalized copies of WOOD WORKING 
DIGEST* reaching the desks of production ex- 
ecutives every month, . . help stimulate adver- 
tising readership. Executives in wood working 
plants find WWD an extremely efficient aid 
in their everyday planning. They WANT to 
read it. . . and it is this loyal reacership among 
key men with purchasing power which is di- 
rectly responsible for WWD's advertising ef- 
fectiveness. The record speaks for itself — 
WWD carries more pages of advertising than 
the next 4 industry papers COMBINED! 

Why not put your confidence in this proven 
sales-producer? 


Send for 24-page Market Data File based 
on NIAA Outline. Gives market figures, 
government statistics and publication data. 


*Circulation verified by Western Union 


WOOD WORKING digest 


HITCHCOCK PUBLISHIN 


a a WHEATON, ILL. 
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Wai the Gide Tack 


Lite PAPER axa PULP MARKET? 


4406 Place YOUR catalogue pages in the sales-powerful 
PAPER and PULP MILL CATALOGUE — used EXCLUSIVELY by the industry as the 
BUYERS GUIDE for machinery, Equipment, Materials and Chemicals. . . . Remem- 
ber, more than 90% of all purchases originate inside the mills —- FROM NEED! 
They are not due to external salesmanship! . . . So, for “STAR SALESMANSHIP” 
on the inside, be sure your products are described in the PAPER and PULP MILL 
CATALOGUE — where the MEN WHO BUY LOOK FIRST: superintendents, engi- 
neers, management officials, technicians and production men. 


% 3000 EXECUTIVES RECEIVE IT—in EVERY PAPER and PULP MILL in the 
UNITED STATES and CANADA! 

% NO OTHER BOOK LIKE IT IN THE INDUSTRY! 

% AMERICA’S FOREMOST COMPANIES have used it as a standard medium 
for 34 years! 

x EXCLUSIVELY A BUYERS GUIDE of manufactured products — not a converter 
or merchants directory! 

% DISTRIBUTION LIST of catalogue recipients gratis to advertisers — a splendid 
follow-up list for sales and advertising managers. 

* 


MONTHLY SUPPLEMENT — mailed to every Catalogue recipient — keeps the 
Catalogue ALIVE! This supplement brings up-to-the-minute changes: additions 
to your pages, new products, specifications, new product uses, personnel. 


% ALL IN ONE VOLUME —a concise, composite, classified, encyclopedia of 
exact data, applications, illustrations, descriptions and specifications of your 
products — easy to understand, easy-to-order-from, and obviating the need 
for searching through numerous single catalogue and sales literature. 


THOUSANDS OF IMPRESSIONS — on the right people — for insignificant cost 
— only $300 per page, inserts in proportion. 
WIRE RESERVATIONS NOW! Forms Close May 31, 1954... 


PAPER AND Pup Mitt CaTALoGuE is YOUR 
MARKET-PLACE— with DAY by DAY 
BUYER TRAFFIC THROUGH its PAGES! 

- ... An Incomparable Selling Opportunity! 


FRITZ PUBLICATIONS, INC 


431 S. DEARBORN ST. * CHICAGO 5, ILL. 








1400 UNION TRUST BLDG. 
PITTSBURGH 19, PA. 
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costs and prices, increases employ- 
ment, raises real wages and our 
standard of living. 

Such tax policies as double tax- 
ation of dividends, unrealistic de- 
preciation allowances and __ loss 
carry-back are not only discourag- 
ing to the investor but over the 
long pull actually reduce the na- 
tional income, job opportunities 
and the collectible tax. 


By John H. Batten 
President 

Twin Disc 

Clutch Co. 
Racine, Wis. 


™® THE TAX PROPOSALS made by 
President Eisenhower in his Jan- 
uary budget message realistically 
approach many problems of per- 
sonal and corporate income taxa- 
tion. Viewed from the standpoint 
of the corporate taxpayer, note is 
made particularly of consideration 
given the problems of depreciation, 
research and development expense, 
accumulation of earnings, and loss 
carry-back, as well as that of 
double taxation of dividends. 

If enacted into legislation by 
Congress, the President’s recom- 
mendations on these specific points 
should encourage the healthy 
growth of private enterprise by 
stimulating investment, promoting 
modernization of plant and equip- 
ment, fostering continued research 
and development, and lessening the 
final impact of an occasional loss 
year. 

Increased business confidence re- 
sulting from these proposals by the 
chief executive may be expected fa- 
vorably to influence the general 
level of business activity even be- 
fore material tax benefits have been 
realized. 

In my opinion, however, the Pres- 
ident’s energetic drive to cut the 
over-all cost of federal government 
is basic to the long term aim of high 
average business activity on a sound 
continued basis. e 
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Contest will pick best ads 

on industrial distribution 

® PHILADELPHIA . . Manufacturers 
who do an outstanding advertising 
job telling of the distribution behind 
their products as well as the merits 
of the products themselves will be 
recognized through a contest that 
ends this month. 

The contest is the third annual 
Advertising Awards competition 
sponsored jointly by the National 
Industrial Distributors Association 
and the Southern Industrial Dis- 
tributors Association. 

Any manufacturer who sells at 
least part of his production through 
industrial distributors is eligible to 
enter his advertising. Closing date 
for entries is March 24. 

Judges in the contest will be W. 
C. Sproull, president, National In- 
dustrial Advertisers Association; G. 
W. Howard Ahl, vice-president, Na- 
tional Association of Purchasing 
Agents, and Dr. Theodore N. Beck- 
man, professor of marketing, Ohio 
State University. 


Wantz named president 

of Exhibitors Advisory Council 

® NEW yorK .. C. H. Wantz, X- 
Ray Dept., General Electric Co., 
has been appointed 1954 president 
of the Exhibitors Advisory Council 
by the council’s board of directors. 

Other officers named were Robert 
D. Handley, Standard Packaging 
Corp., vice-president; W. H. Uffel- 
man, E. I. Du Pont de Nemours & 
Co., executive vice-president; A. W. 
Scott, Standard Pressed Steel Co., 
secretary; and H. H. Howry Jr., 
American Can Co., treasurer. O. 
D. Negley is executive secretary of 
the council. 

Saui Poliak, Clapp & Poliak, was 
named show manager associate rep- 
resentative to the board of directors, 
and S. J. Fairweather, General Ex- 
hibits & Displays, was named dis- 
play builder representative to the 
board. 


Industry asks publications: 

help us sell in ‘54 . . Heitkamp 

s cuicaco .. “Now is the time for 

all good business publications to 

come to the aid of their industries,” 

says a member of top management. 
Continued on page 147 














>» A Heinn Sales Tip for You... Lit 
KEEP A TIGHT REIN | 
ON CATALOG STANDARDS—_| 
AND PREVENT 
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If sales costs run high for sales volume, take a 

critical look at your catalogs and manuals. Do they 

save your salesmen time by telling the complete story quickly and 
in good sequence? 


If Heinn custom-styles loose-leaf catalogs for you, your salesmen have 
real selling tools to help them make the most of every minute. Your 
catalogs are always up to date and in sequence . . . with durable, 
impressive covers that show unmistakable touches of Heinn crafts- 
manship. 


Repeat orders prove that hundreds of America’s industrial leaders 
recognize Heinn superiority—and accept no substitute in loose-leaf 


catalog systems. 
8 5) Representatives in 


Originators of the Loose-Leaf System of Cataloging Principal Cities 





THE HEINN COMPANY Mat THiS 
Information, please. Ma "0 up on 


0 Catalog Covers (1 Salesmen’s Carry-Cases [(] Salesmen’s Binders 
(CD Proposal Covers (J Price and Parts Books C) Plastic Tab Indexes 
( Easel Presentations () Acetate Envelopes C) Sales-Pacs 

CJ Sales and Instruction Manvals [] Business Gifts as Goodwill Builders 


NAME TITLE 
COMPANY. 
ADDRESS 
CITY 
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“according to 


Ceramic Bulletin...” 


Throughout the depth and breadth of the 
multi-billion dollar ceramic field, ‘ Accord- 
ing to Ceramic Bulletin ” has come to 
connote the high position held by the 
Bulletin’s editorial material. This phrase 
means that articles in the Bulletin can be 
accepted is the most conclusive, most re- 
cent and accurate expressions of leaders in 
the various branches of ceramics. 
Because the Bulletin is considered the 
prime source of authoritative intormation, 
back issues are kept readily accessible as a 
library of accurate, technical information. 
This “staying power’ of the Bulletin 
and constant reference by men in every 
branch of ceramics affords advertisers 
multiple-sales contacts Not once, but 
dozens of times throughout the year, 
Ceramic Bulletin advertisements come to 
the attention of over five thousand key 
ceramusts ! 

ther medium Pay he ceramié 

INTINHIN 


22 


We would appreciate the opportunity ot 
outlining to you the advertising advantages 
gained on/y in Ceramic Bulletin 


When your advertisement appears reg- 
ularly in the pages of Ceramic Bulletin, 
you are exposing your sales message to 
over 5,000 key ceramists. Through no 
other media can you achieve such com- 
plete coverage of the ceramic market — 
and at such a modest rate. 


Pretiite 
ulletin 


industria 


March 


8-1l.. 


. 


26-30.. 


26-30.. 


Office Management Asso- 
ciation, Seminar & Business 
Show, Conrad Hilton Hotel, 
Chicago 


North Central Electrical In- 
dustries Biennial Electrical 
sengcarpaaet é 5 
Trade Show, Auditorium, St 


Paul. 


American Industrial Arts 
Association, Statler Hotel, 
Los Angeles 


National Association of Pow- 
er Engineers, Hotel Sher- 
man, Chicago. 


Electrical Industry Show 
and Electrical Maintenance 
Conference and Exposition 
Shrine Exposition Hall, Los 
Angeles. 


Texas Cotton Ginners’ I 
vention, Agriculture & Sci- 
ence Building, State Fair 
Grounds, Dallas. 


AMA National 
Exposition, 
Atlantic City. 
Society of Automotive 
gineers, 

tion Forum & Aircraft 
neering Display, St 
tel, New York. 


American Society of Tool 
Engineers Industrial Exposi- 


tio 
1on 


American Textile Machinery 
Exhibition . . and Associated 
Industries, Auditorium, At- 
lantic City. 


ritish Industries Fair, 
eavy Industry Exhibition 
Castle Bromwich, Birming- 
ham, England. 


Welding and Allied Indus- 
try Exposition, Memorial Au- 
ditorium, Buffalo. 


oe a 
National Office 


sociation Exhibi 


rican Foundrymen’'s So- 
. 


Aualtoriur ieve- 





shows 


Sales Aids Show, 


Ballroom, Biltmore 


New York. 


National Oil Heat Exposi- 
tion, Commercial Museum, 
Philadelphia. 


International 
Paris, France. 


National Office Management 
Association, ‘‘All-Purpose” 
Business Show, Kiel Audi- 
torium, St. Louis. 


American Water Works As- 
sociation, Civic Auditorium, 


Cant] 
eeattiie. 


j 
kK 
x 


Yealers Association, 
Duis. (exact date not 
nounced as yet) 


National Office Machinery 
I 
T ~ 


National Sales Executives 
Convention and Sales Equ 
ment Fair, Conrad 


Hotel, Chicago. 


nfectionery 
Conrad 
Chicago. 


American 
ity C 


ional Ass 
play Industries, 
Yorker, New York. 











(2) News 


begins on p. 145 


He is Frederick B. Heitkamp, 
president, United Wallpaper, Inc., 
Aurora, IIll., who spoke at a meeting 
of the Chicago Business Publica- 
tions Association on the subject, 
“What Top Management Thinks 
About Business Publications.” 

Mr. Heitkamp said, “We are in a 
tighter market than we have been 
for years. Business needs to ad- 
vertise, and this is the year to get 
out and really plug.” 

He said 1954 will be a good year 
only if industry has people who 
have been trained to sell and who 
set goals and follow up those goals. 

“Top management is hungry for 
people who will tell what’s wrong 
and come up with help,” Mr. Heit- 
kamp said. “Business publications 
should give that help,” he added. 

He said that help could be given 
with “amplified and intensified” edi- 
torial coverage during 1954. 


Wood use promoters to win 
Hitchcock Publishing awards 

® WHEATON, ILL. . . Wood Working 
Digest, Hitchcock Publishing Co., 
Wheaton, has announced a contest 
to recognize companies and asso- 
ciations which have performed out- 
standing service in the promotion 
of wood and wood utilization. 

The contest is open to companies 
or associations that had 1953 cam- 
paigns promoting wood over other 
materials and the general use of 
wood products. Advertising agen- 
cies that prepared the winning con- 
testants’ campaigns will receive 
duplicate awards. 

The awards will be presented at 
the 1954 meeting of the Forest 
Products Research Society at Grand 
Rapids, Mich., May 5-7. 


Keeney reshuffles its staff; 
Price becomes president 
® cHicaco . . Publisher Frank P. 
Keeney has assumed the new office 
of chairman of the board of Keeney 
Publishing Co., Chicago publisher 
of American Artisan and Heating, 
Piping & Air Conditioning. 
Charles E. Price, former secre- 
tary, treasurer and general manager 
of the firm has been elected presi- 
Continued on page 148 
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M. P. A. Opens the Door 
to the $90-BILLION 
Industrial Midwest 


As your selling gets tougher, there’s no bet- 
ter way to reach industrial buyers in the 
“Heart of Industrial America” than in their 
own publication — Midwest Purchasing 
Agent. It’s the official organ of the power- 
ful P. A. Associations, in the richest con- 
centration of industrial purchasing power. 
It’s “take-home” reading for all members — 
when it does you the greatest service. 


ACHASING AGENT“. 


AM 
&ey 
~ 
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100% buyer coverage, at a time 


Your advertising in M. P. A. offers 


your sales representatives the support they must have in this stiffening “buy- 


ers’ market’. 
M. P. A.! 


A few of the ‘‘national’’ advertisers who use over 50% 


Standard Oil 
Cities Service 
American Box 


Roebling’s 
Tube Turns 
Chase Brass 
Bridgeport 
Scovill Brass Robt. Gair 
Osborn Brush 
Ohio Injector 
Blaw-Knox 


Nicholson File 

Assoc. Spring American Brass 

Nat'l Malleable Net'l Screw 
Sp Reli Elec. 





Start your campaign in the next issue. 


Hinde & Dauch 


You'll be IN with 


of the space: 


ee 
His, Write for 
Roster Issue 
(Containing 

P. A. list) 

on your 


MING xy 


Py 
ba 


639 Penton Building 
Cleveland 13, Ohio 
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| READERSHIP 


More than 7000 copies of Staff- 
written “How-to” articles have 
been purchased by readers of 
BOXBOARD CONTAINERS. These 
articles are a part of a continuous 
series regularly featured in the 
magazine. Some titles: 


BOX MANUFACTURE * PRODUC- 
TION OF SOLID FIBRE BOXES * 
CARTON CUTTING, CREASING AND 
STRIPPING FOLDING PAPER BOX 
FINISHING OPERATIONS and others 


Attentive, responsive reader- 
ship by decision-making peo- 
ple gives your advertising its 
to produce 


maximum chance 


results. 


| OPERATING PROBLEMS IN FIBRE 


\ 


w 
ms cme Sls oe 





Essentially 
COMPLETE Industry Coverage 


deep into 
many-phased, 


Subscriptions 
every division 
big-buying industry, reaching: 
835 Setup Box Plants 
1054 Folding Carton Plants 
500 Corrugated and 
299 Solid Fibre Shipping 
Container Plants 


| 168 Transparent Package 


penetrate 
of this 


Plants | 
Since some plants make more than 
one item, these figures include dupli- | 


Total distribution is: 
3243 


Ask the nearest Haywood man for 
further information 
Published by 


HAYWOOD PUBLISHING CO. 


22 E. HURON STREET, CHICAGO 11 
101 PARK AVENUE, NEW YORK 17 
West Coast: McDonald-Thompson 


cations. 


CONTAINERS 
@® formerly SHEARS NB P| 
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meres so 


CST an, ee 


Robert A. Jack, 
Cleveland, in charge of advertising, 


dent and treasurer. 


central eastern territory, has been 
C. M. 


Burnham, Jr., editorial director, has 


named vice-president, and 


been elected secretary. 


Arndt merges with Lamb & 
Keen, new agency formed 

® PHILADELPHIA 
John Falkner Arndt & Co. and 
Lamb & Keen have announced a 
merger of the two Philadelphia ad- 
vertising agencies into a company 
to be known as Arndt, Preston, 
Chapin, Lamb & Keen. 

Officers of the new company are: 
James G. 


Principals of 


Lamb, chairman of the 
board; John F. Arndt, president and 
treasurer; Robert N. D. Arndt, ex- 
ecutive vice-president; Seymour S. 
Preston, Jr., vice-president; Herman 
S. Thoenebe, vice-president; Ken- 
nard G. Keen, Jr., vice-president, 


and Robert C. Chapin, secretary. 


New agency in St. Louis. . 
Hart & Lynch Co. formed 


® st. Louis .. John T. Hart and 
Richard C. Lynch, former St. Louis 
account executives, have formed a 
new agency, Lynch & Hart Adver- 
tising Co., St. Louis. 

Mr. Lynch, former account ex- 
ecutive and director of client serv- 
ice for Oakleigh R. French & Asso- 
ciates, St. Louis, is president of the 
new company. He is a member of 
the board of the Industrial Market- 
ing Club. Mr. Hart, formerly of 
D'Arcy Advertising Co., St. Louis. 
is vice-president and _ secretary- 
treasurer of the new agency. 


Three-color gatefold insert 
pushes Automatic’s 1954 line 
® CHICAGO . . Automatic Transmis- 
sion Co., Chicago, is using an un- 
usual three-color, gatefold insert ad 
to kick off presentation of its 1954 
line of materials handling equip- 
ment. 


The first ad in a series of three | 


featured Automatic’s Dynamotive 
fork lift truck. The ad appeared in 
February issues of Flow, Distribu- 


tion Age, and Plant Administration. | 





APPLIANCE 
MANUFACTURER 


Gives'em the business! 


Listen to what a leading manufacturer* for 
the appliance industry says: 
ere . 16 days after publication we re- 
ceived an inquiry from a very prominent 
moanufacturer.’’ 
. the first we had had from him.” 

. . . two weeks later received his first 
order!”’ 
‘“"- . . amounting to MORE THAN FIFTY 
TIMES THE DOLLARS AND CENTS SPENT ON 
SPACE AND PRODUCTION COSTS!” 


*name on request 


APPLIANCE MANUFACTURER 
CAN GIVE YOU THE BUSINESS 
TOO, IF YOU SELL... 


insulation 

plastics 

custom stampings 

die castings 

name plates 

heat control equipment 

appliance accessories 

electric motors 

electrical heating elements 

hardware and trim 

castings and forgings 

electrical components 

finishings equipment and 
supplies 

shipping containers 

raw materials 

plant equipment 

sheet metal fabricating 
equipment 

materials handling equipment 

fasteners 

ceramic insulation 

wire goods 

glass components 

moulded rubber goods 
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APPLIANCE 
MANUFACTURER 


201 N. WELLS STREET, CHICAGO 4, ILL. 


. 


PHONE: STate 2-412] 











(m) News 


begins on p. 145 

It will be in the March issues of 
Factory Management & Mainte- 
nance and Pacific Factory and in 
the April issue of Modern Materials 
Handling. 


U.S. gives sales aid 

to small manufacturers 

™ WASHINGTON .. The federal gov- 
ernment has issued a 36-page book- 
let to help small manufacturers gear 
their marketing operations for stif- 
fer competition. 

The booklet, “Making Your Sales 
Figures Talk,” is issued by the fed- 
eral Small Business Administration. 
It tells how small business men can 
analyze their selling costs and how 
they can use this information to 
improve their distribution opera- 
tions. 

The booklets are available for 20 
cents a copy from the U. S. Super- 
intendent of Documents, Washing- 
ton’.20, 1; C. 


Gerald S. Bond dies, 

Chicago agency head 

® cuicaco . . Gerald S. Bond, 49, 
president, Harris & Bond, Chicago 
advertising agency, died unex- 
pectedly at his home in suburban 
Wheaton Jan. 23. 

Mr. Bond, with T. J. Harris, 
formed Harris & Bond in 1951. He 
was a native of St. Paul, Minn., and 
was industrial advertising manager 
for Minnesota Mining & Mfg. Co., 
St. Paul, before he came to Chicago 
in 1945 as executive vice-president, 
Hamilton Advertising Agency, 
where he remained until he and Mr. 
Harris formed Harris & Bond. 


George F. Hessler dies at 64, 
Graybar vice-president, sales 

™ NEW york . . George F. Hessler, 
64, who rose from clerk to vice- 
president during 48 years with the 
Graybar Electric Co., New York, 
died in Venice, Fla., Feb. 1. 

Mr. Hessler joined the company 
in 1906, when it was a part of West- 
ern Electric Co., and rose to be- 
come vice-president in charge of 
sales in 1942. He also was a mem- 
ber of the company’s board of di- 
rectors and of its executive com- 
mittee. a 





THE CONSTRAETIONV 
OWWERS CANOE) «0 


is published each year by INGENIERIA INTERNACIONAL 
CON STRUCCION — the ONLY magazine which covers the entire 


engineering-construction field of Latin America. 


The Guide is published as a convenient, condensed catalog reference for use 


of 5,000 KEY BUYERS of U.S. equipment and materials in this field. 


For the ADVERTISER it represents a valuable, low-cost supplement to your 
advertising program because it is a condensed catalog reference which the 
buyers keep on their desks. From it they can obtain the product data and 
detail which is not contained in your advertisements. 

Effective with the publication of the 1955 CONSTRUCTION BUYERS GUIDE, 


advertisers may purchase space on a PAGE UNIT BASIS, instead of on a 


“leaf” basis. 


For the first time COVER POSITIONS may be purchased for the 1955 Guide. 


PUBLISHED BY 


Construccién 


330 West 42nd Street, New York 36, New York. 
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J. A. Duvall 


Artist, historian, adman 


In 1926, Jack Duvall resided peacefully in 
Paris, studying art. Twenty years later, he 
again studied Europe, but as a G-3 Major with 
5th Army, serving as official historian and au- 
thor of “The Advance on Rome.” In between, 
Jack worked at circulation promotion for Es- 
quire-Coronet, and at sales promotion for 
Montgomery Ward. Since war’s end, he has 
been with A. O. Smith Corp., Milwaukee, 
where he is now advertising supervisor. Vice- 
president and director of NIAA, he is excee?- 
ingly active as well in community affairs. 


Mervyn G. Cuaristie 


Helminsman fo; a conference 


Next June, in Montreal, members of the Na- 
tional Industrial Advertisers Association will 
see the results of months of work put in by a 
committee headed by Mervyn Christie. Gen- 
eral manager of National Business Publications, 
Ltd., he still finds time to guide the work of 
the NIAA 32nd Conference committee, to func- 
tion as an active member of six other organiza- 
tions, and to serve as vice-president of the 
Business Newspapers Association. He’s been 
with NBP since 1936, coming up the hard way 
from circulation department clerk. 
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Alan T. Wolcott 


Up the G-E ladder 


Al Wolcott has spent the 17 years of his busi- 
ness career at General Electric. Upon gradua- 
tion in 1937 from U. of Nebraska, he took the 
company’s business training course, then joined 
the construction materials advertising division. 
A tour of naval duty in New Guinea preceded 
assignment as manager of advertising and sales 
promotion for GE’s chemical division. Al now 
serves as consultant-media planning, advising 
ali departments and divisions. He’s active in 
five national advertising groups, served on the 
NIAA board of directors. 


John J. O’Rourke 


Eight sons and a partnership 


John J. O’Rourke, father of eight boys, is one 
half of Wank & O'Rourke, new San Francisco 
industrial advertising agency formed through 
the merger of Wank & Wank and John 
O'Rourke & Associates. Mr. O’Rourke founded 
his own agency in 1946 after being a grocery 
salesman, shipyard worker, business paper 
writer and an account executive for the Mc- 
Carty Co., San Francisco. He was twice pres- 
ident of the Northern California chapter, Na- 
tional Industrial Advertisers Association. 








Advertiser Changes .. 


Leo L. Norwich . . former eastern regional 
sales supervisor for the printing products 
division, Minnesota Mining & Mfg. Co., St. 
Paul, Minn., has been appointed sales 
manager for printing products to distribu- 
tor trades. James F. Ellwanger, former 
sales representative of reflective products, 
has been appointed sales promotion su- 
eagiacene for commercial markets of the 
otchlite division. 


General Electric Co. . . apparatus advertis- 
ing and sales promotion department, 
Schenectady, N. Y. has made the fol 
lowing personnel appointments: George 
M. Robertson has been named manager 
of program planning and research, C. 
Kenneth Emery has been named manager 
of advertising personnel development, and 
Gilbert E. Smith has been named manager 
of technical publications. 


Joe S. Gilliam . . former sales engineer 
for B. F. Goodrich Co.'s automotive, avia- 
tion and government sales division, has 
been named manager of government sales 
for the industrial products division in 
Akron, O. 


American Brake Shoe Co. . . New York, 
has announced the following ‘personnel 
changes in the export division: Harold S. 
Osborne has been named manager of in- 
dustrial equipment sales; Robert Beecken 
has been named manager of railway prod- 
uct sales; Franklin M. Simpson has been 
named manager of automotive equipment 
sales. 


J. J. Gutheinz . . former manager of sales 
promotion and advertising, Diebold, Inc., 
Canton, O., has been named product sales 
manager for the company’s systems divi- 
sion. 


American Brake Shoe Co. . . New York, 
has advanced three of its sales representa- 
tives: Harold C. Osborne to manager of in- 
dustrial equipment sales, Robert Beecken 
to manager of railway product sales and 
Franklin M. Simpson to manager of auto- 
motive equipment sales. 


C. W. Little . . has been named general 
sales manager, Virginia Metal Products, 
Orange, Va. He had been sales manager 
of the heating and refrigeration divisions, 


Fedders-Quiggan Corp., Buffalo, N.Y. 


Paul L. Weller . . former district sales 
manager of the Wyandotte Chemicals 
Corp., Cincinnati, has been appointed 
manager of market research for Spencer 
Chemical Co., Kansas City, Mo. 


F. P. Maxwell . . president for seven years 


159 


tinued on page 152 





ADVERTISING MEN 
often find a 
good “angle” 


n “A 4 =e ’ g 
Checking the tensile strength of U.S.E. 
envelope — 
to use envelopes to 
J e 
improve business 


WHAT 


types and sizes 
of envelopes to use 


WHY 


it pays to use 
U.S.E. Envelopes 


Envelope blanks are precision die-cut. 


Every sale — every purchase — goes through the 
HOW and WHAT stages to the WHY stage . . 
where the buyer must be shown the difference 
between good and “good enough.” 

In envelopes this difference shows up in more attractive print- 
ing with less headaches for the printer, easier addressing, firmer 
sealing, greater security in the mails — and better impressions 
on those who receive your envelopes. 

To help you see HOW envelopes can improve business and 
WHAT envelopes to use, U.S.E. offers the “HANDBOOK.” 
Afid to~help_you convince. yourself and your associates that it 
P ys te to buy good envelopes; USE. offers the book “What's in 

if for r me?”. 

q 


You'll find h of these books helpful and nay) 


OO 
en 


is ready to help you? 


U.S.E., which guarantees its envelopes, and your envelope supplier. 
_ him for free copies of the Handbook and “What’s\in it for me?” 


\ 
\ 


. gy \ edas 
| UNITED STATES ty “7 
———— COMPANY Springfield 2, "Massachusetts 


15 Divisions from Coast to Coast 
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Advertiser Changes .. 





itorial Material 















specialized for the genprian i 
IRON and STEEL ~ ote 
PRODUCING Neil R. Seitzman 1les manage 
i has er I iInage 
INDUSTRY i SG eg 


George D. Craig, Jr... { 


t saies manager ICK ¢€ 


peucther Gig Reason Why... 


the Iron and Steel Engineer is read 
consistently by the men who influence 
the purchase of almost two billion 
dollars worth of equipment, supplies 
and services required annually by the 
iron and steel industry. Place this 
hard working publication on your 
schedule now, for your share of this 
profitable market. 





George D. Newman, Jr. . . formerly with 
the sales department of Minnesota Mining 
& Mfg. Co., has been named general sales 


VA T 


H : . Min at 
nanager riliemt Wires, inc., Mineoida, 





Albert N. Dingee . . former advertising 
E] Battery Co. 


Write Today for This New Booklet: ‘‘How to Sell 
to the Iron and Steel Producing Industry.’’ 


manager, Electric Storage 





Philadelphia been appointed public 





ee Set pe om relations direct 


Iron sno Steel ENGINEER 


PITTSBURGH 22, PA. . ¥ 
er . rd, WN. . 


ee : 1 f 


4 advertising department from Pittsburgh tc 
ar eip Si e the mpany’s headquarters at Orange, 


Russell S. Johnson . . has been appointed 


Machine Div., 


lirector of sales, Eclipse 





1010 EMPIRE BUILDING 





He was 








the division's 





tutomotive pr 


Virginia Metal Products . . has moved its 


“Dream Book” 


For Manufacturers of Equipment & 


ar . 
le k 


Wake up y 
SPACE NOW in this great annual 


LF DOookKk of group catalogs 


nat 
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TenesreD ‘IN 
7 : THE FACTS, we 
Industrial Marketing’s 03, amaze you 
Annual Market Data BAP raee 
& Directory Number 







we amaze you? 
A-« for Folder 
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Merchandise Mart, Chicago 54 
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ARE you satisfied with 
your product’s identification? Sales and 
advertising men know hew valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation. Write for your copy 
of “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 


1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, 





Supplies for the Bedding Industry 
aia : — A inn Michael H. Sloman . . has been named 
e ‘ Isive §021,UU l 
Sleep Equipment Market— the BED- director of promotion, merchandising di- 
DING Buyers’ Guide and Composite vision, Monsanto Chemical Co., St. Louis. 
xtalog is a MUSTI William H. Winfield, former director 


business research for the organic chemi 


| cals division, has been appointed to the 


newly created post of director of market 


ing research 


| Harold E. Van Petten . . former manaaer 
of national advertising for the industrial 
; : 


products division, B. F. Goodrich Co., Ak 


inted director of 


on, O., has been appx 


rmerly with the Al 
Motors Corr; 


manager for the 


William C. Gage .. { 


ison vision General 


has been named sales 





uircraft division of Flexonics Corp. How- 
ard W. Griesbach has been promoted from 


tant sales 


Int sa 








Ss manager 








A. H. Solberg . . ha Ippointed sale 
manager of the Geo. H. Morrill C 
nos hemi e He 








Advertiser changes . . 


begins on p. 151 


continue as midwest manager, with head 


quarters in Chicago. 


Frank O. Deimel . . formerly with the gen- 
eral sales department, Torsion Balance 
Co., Clifton, N.J., has been appointed man- 


ager of the eastern division. 


Albert J. Waldron, Jr. . . former industrial 
representative in the central industrial re- 
gion, Gliddon Co., has been appointed in- 
dustrial sales manager for that region, 


with headquarters in Cleveland. 


Ben Levinger . . former advertising man- 
ager and assistant to the vice-president in 
charge of sales, Schlage Lock Co., San 
Francisco, has been appointed marketing 
manager. Robert Ebey has been named 


advertising manager. 


George F. Finnie . . has been named di- 
rector of advertising and a member of the 
management committee of Sun Chemical 
Corp., Long Island City, N. Y. 


George M. Szabad . . formerly with the 
sales promotion department of the chem- 
ical division of Celanese Corp., has been 
named assistant to the president of Tel 
Autograph Corp., New York. 


J. W. Bryers . . general sales manager, 
McBee Co., Toronto, has been elected vice 
president. The company, manufacturer of 
special accounting equipment, is an affili- 
ate of the McBee Co. of the U. S. in 
Athens, O. and St. Louis, Mo. 


Charles M. Kirkland . . has been named 
vice-president in charge of sales, Okonite 


‘o., Passaic, N. J. 


Lloyd Drake . . has been appointed sales 
manager of the chemical color division, 
Reichhold Chemicals, White Plains, N. Y. 
He succeeds Ralph T. Ulrich, who was re 
ently named head of the company’s New 


England division 


Worthington Corp. . . Harrison, N. J., has 
1ounced appointment of two account si 
rvisors: Peter J. Petropoulos for the mer- 

handising division, and Paul O. Bancroft 
the air conditioning and refrigeration 


n. 


H. W. Oetjen .. former director of market- 
ng and research, Proto Tools, Los Angeles, 


has been appointed sales manager. 


E. N. Tintelnot . . has been promoted to 
manager of industrial sales, 

restern division, Fort Wayne-Indianapolis 
tcry, Masonite Corp., Chicago. Mr. 


Continued on page 154 








ADVERTISING 
FORMS CLOSE 
MAY 1, 1954 


oar on anion 
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SAVERS CUIOE ++ 


-«.+.is published each year by INGENIERIA INTERNACIONAL 


INDUSTRIA—the magazine which serves Latin American industry. 


The Buyers Guide is published as a convenient, condensed catalog refer- 


ence for the use of 5,000 KEY BUYERS of U.S. equipment and materials. 


Intended for the use of purchasing executives, the BUYERS GUIDE is 
a BOOSTER MERCHANDISING SERVICE which — integrated with your 
schedule of space advertising — provides an effective “follow through” at the 


purchasing level. 


Effective with the publication of the 1955 INDUSTRIAL BUYERS GUIDE, 
advertisers may purchase space on a PAGE UNIT BASIS, instead of on a 


“leaf” besis. 


For the first time COVER POSITIONS may be purchased for the 1955 Guide. 


PUBLISHED BY 
INGENIERIA INTERNACIONAL 


INDUSTRIA 


A McGRAW-HILL INTERNATIONAL PUBLICATION 
330 West 42nd Street, New York 36, New York. 
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Ao. G ofa Jsewes 


Code for 


Users of News 
in Sales 


In a recent analysis of editorial 
work as an extension of advertising 
was offered a simple code for 
publicity users. It returns 

to well-preached fundamentals. It 
is intended for those so intent on 
the power of planned news 
programs in building markets 

that they forget (or neglect) the 
ground rules. It reads... 


1 I recognize that the editor 
judges material only in terms 
of its service to his readers 
not in terms of my commer- 
cial purpose, any other ed- 
itors thinking, nor the ad- 
vertiser's objectives or sched- 
ule. 


2 1 will make my contributions 


with no strings attached. 


3 I will deal with the editor 


in complete candor—neither 
withholding nor implying any- 
thing for the purpose of mis- 
guiding him, and_ standing 
suard as vigilantly against 
half-truth as against untruth. 


4 I will seek to learn and be 
governed by the distinctions 
of editorial policy and read- 
ership which make each pub- 
lication unique. 


5 I will go to any practicable 


length to assist the editor in 
his search for a clue, an au- 
thority or a fact—as though 
I were, indeed, his employee. 


If you would like a copy of the 
complete study we’d be 
delighted to send it. Just address 


Harry W. Smith 
Incorporated 


ZFechnical Publicity and Cditorial Relations 


NEW YORK 

41 East 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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Advertiser changes. . 


Tintelnot :s eeds J. D. Hanauer, 
James A. Clarke . . former director of 
ashing rp., Unicag na been ar 


Frank R. Somers . . 


Inia 70 nas been 


Agency changes. . 


John Falkner Arndt & Co. . . Philadelphia 
has been named t handle 1aver>rtising 


Welsbach 





Poorman, Butler & Associates 





been named for all products 


Corp., Anderson, Ind 


Howard Linn Edsall . . former 


advertising and sales promotion, RCA’s 
Tube Division, and vice-president, Craven 
& Hendrick advertising, has been named 
executive vice-president, Fred Wittner Ad 
. 


. a 
vertising, New York. 


Waldie & Briggs . . Chicago, has been 


handle advertising Foote 
Gear & Machine Corp., Chicag 





George Hart . . former research dire 





Arthur R. Muller . . former g 








supervisor LOWS heprod r € 
has been t n mar 
Sidne & As rte i¢ 
M. Hiland Watts forn k 
Studios, has been name as 

Michener Co., Phil 
Foster A. Babcock . . vice 
ing & C Philadelphia, has been name 


f the agency. John Romer, in 





¢ S has } , 
1es nas bee 





named a vice-president. Hening has 


named to handle advertisi 





Corp., Philadelphia manufacturer of water 


conditioning equipment. 
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AMM carries 


regularly more 
metals adver- 
tising than any 
other medium! | 














why? 


write for the answer today to — 


AMERICAN METAL MARKET 


Since.1899 The Daily Newspoper of 


the Stéel and Metal Industries 


la 
18 Cliff Street ABC) New York 38, N.Y. 













EE 
70 OPEN THE DOOR . 


10 THE 
| CONSTRUCTION 
| MARKET 












-Billion Dollar 
INDUSTRY 





«Multi 





Associated Construction Publications 





Construction | Construction Bulletin 


Construction Digest Constructioneer 


Construction News 


Monthly } Dixie Contractor 





Michigan Contractor 


and Builder Mid-West Contractor 





Mississippi Valley 
Contractor 


New England 
Construction 





Rocky Mountain 
Construction 


Southwest Builder 
and Contractor 





Texas Contractor 





Western Builder 





For Information Write: 


G. L. ANDERSON, Sec’y. 
1022 Lumber Exchange Bidg., Minneapolis, Minn, 
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BUSINESS 


MEN 
in the Pacific Northwest 
depend on the Daily 


JOURNAL 
of COMMERCE 


FOR THEIR 
BUSINESS NEWS 


Six days a week the 
Portland DJC publishes 
the latest news about 
bids, contracts, permits, 
timber, financial, trans- 
portation—all types of 
business transactions. 


Send for Sample Copy 


Daily Jexvvabef€ommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 
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Working Tool of 
Pacific Northwest Business 











S.IL.C. means “Standard 
Industrial Classifications” 


... AND WHAT ELSE? 


HESE code numbers for business, 

industry, and services, which have 
been prepared by the government Divi- 
sion of Statistical Standards and are 
printed in the Standard Industrial Clas- 
sification Manual, are fast being recog- 
nized and used by nearly all advertisers 
and publishers to obtain uniformity in 
selecting markets and in presenting  sta- 
tistics relating to them. 


The Woodall Master Lists are so 
coded. In addition, these lists are per- 
sonalized with important specifying and 
buying individuals. Consequently, selec- 
tions can be made to fit the specific cir- 
culation requirements of almost any in- 
dustrial magazine, house organ, or direct 
mail advertising campaign. 


So, when you use Woodall ‘Bull's 
Eye’ Mailing Lists, “'S.I.C."’ aiso means 
‘Selected Industrial Circulation.’ 


Start your new magazine on the road 
to success . . . improve and perfect the 
circulation of your established publications 
or house organs . . . secure maximum 
results from your direct-mail advertising 
or mail order selling . . . by using 
S.I.C. and Woodall “‘Bull’s Eye’’ Mail- 
ing Lists. 

man Write for latest 


A < counts and prices for 
WOODALL 


your special list. 
Call @ Eye 


MAtLING 
: 
—Usts 


Sincerely yours, 


HAM STYRON 


W. P. WOODALL CO., INC. 
214 E. 125 St., New York 35, N. Y. 














Agency changes. . 
begins on p. 154 


Victor J. Luhrs . . and Donald R. Holland 
have joined the creative staff of Wilson, 
Haight, Welch & Grover, Hartford, Conn. 
Mr. Luhrs was formerly with BBDO, 
Campbell-Ewald, J. M. Mathes, Inc., all 
of New York, and Geare-Marston, Phila- 
elphia. Mr. Holland was a copywriter 
for U.S. Hoffman Machinery Corp., New 
York. 


Fox & Mackenzie . . Philadelphia, has 
been named for Alloy Metal Wire Co., 
division of H. K. Porter Co., Prospect Park, 
Pa. 


William Schaller Co. . . Hartford, Conn., 
has been named for Unit Wash Corp., 
Plainville, Conn., manufacturer of laundry 
and dry cleaning equipment. 


Baisch Advertising . . Cleveland, has 
been named for Wilson Plastics, Inc., San- 
dusky, O., manufacturer of wall tile. 


Sam F. Greco . . formerly with Harley- 
Davidson Motor Co., has joined Ervin R. 
Abramson Advertising, Milwaukee, as an 
account executive. 


Harvey R. Cook .. has been named ac- 
count executive with Wehner Advertising 
Agency, Newark, N. J. He was formerly 
advertising manager, Timken-Detroit Axle 
ia 


Uo. 


Duncan-Brooks . . Mineola, N. Y., has 
Pfaff & Kendall, 


manufacturers of street 


added two accounts: 
Newark, N. J., 
and traffic lighting equipment, and the 
aluminum jalousie division, North East 
Metal Products Corp., Merrick, N. Y. 


Marvin Sherres, Inc. . . New York, has 
been named to handle advertising for 
Buckingham Wax Co., 
of chemical mainte- 


Long Island City, 
N. Y., manufacturers 


nance products. 


Rickard & Co. . . New York, has been 
appointed to handle publicity and public 
relations for Resistoflex Corp., Belleville, 


N. J. 


Sanger-Funnell . . New York, has been 
, New York 


heaters. 


appointed by Thermoray Corp 
manufacturer of radiant wall 


Bozell & Jacobs . . New York, has been 
named to handle an expanded advertis 
ing program for Vitro Corp. of America 
Jesigner and builder of the original gas 
eous diffusion plants at Oak Ridge, Tenn. 
J. R. Schutz .. former assistant advertising 
manager, Waukesha Motor Co., has joined 


Continued on page 158 





87.36% 
RENEWALS 


PROOF OF READERSHIP ! 


A High Renewal Record Means: 


©@ CONTINUOUS READER INTEREST 
© ADVERTISING EFFECTIVENESS 


and here’s what it means to YOU... 
Here’s the green light for adver- 
tisers . . . the signal that gives you 
authoritative proof of readership. 
As an advertiser, you deserve the 
right to demand such proof! 


NATIONAL PROVISIONER’s re- 
markably high renewal ratio — 
87.36% — is one of the highest 
renewal percentages enjoyed by any 
business publication! 

This is an overwhelming vote of 
confidence on the readers’ part of 
NATIONAL PROVISIONER. It’s 
the accepted yardstick . . . unbiased 
proof of the POSITIVE READER- 
SHIP . . . offered to you as an ad- 
vertiser! Don’t pass up the oppor- 
tunity to capitalize on this reader- 
ship . . . with an advertising sched- 
ule in N. P. Remember — reader- 
ship of your product story will mean 
more SALES for you. . . and a bet- 
ter buy for your advertising dollar. 


MARKET and MEDIA DATA a 


Completely new . 

gives data on mar- 
ket served, annual 
production, cover- 
age of buying iti- 
fluences, circula- 
tion, subscriptions, 
renewals, editorial 
analysis, and ad- 
vertising. Write 
for FREE copy. 
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VALLE 


Leading Publication in the Meat Pockong ond Alhed Industries Since 1801 


135 WEST HURON STREET » CHICAGO 10 
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“IM is routed to all the men in Black & 
Decker's advertising department. We all 
profit from the articles, which help us 
keep well informed on developments in 
the field of industrial marketing.” 


bi 
A native of Virginia, “Jack” Apsey was a World War if 
I sailor, real estate broker and ad agency man before 
going with Black & Decker’s advertising department ¢ yia 


in 1927. Advertising manager for 18 years, his cur- 
rent job as marketing manager involves overseeing 


all phases of advertising and marketing develop- 
ment. He is a director of ARF, trustee of Industrial 
Advertising Research Institute, former president of 
NIAA, past director of ANA. In much demand as a 


public speaker on advertising, Jack still makes time 
to be a Lay Reader in his church, the Trinity Prot- 
estant Episcopal Church of Towson, Md. Two grand- 
daughters are his pride. 





Says John Fletcher Apsey,. Jr. 
Marketing Manager 
The Black & Decker Mfg. Co. 





The magazine of selling and advertising to business and industry OND 
Industrial Marketing 


200 East Illinois St. © Chicago 11 
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“To keep informed would he a hopeless task were 
it not for IM... I am continually discovering new 
frends and new techniques . . . and NIAA news 
is a must.” 


With a BA from Western Reserve and an MA from Columbia 
University, Ralph Hanes deserted teaching and coaching ath- 
letics in 1929 to join U. S. Rubber Co. as sales promotion 
manager of one of its subsidiary units. In 1942 he moved up 
to manager of sales promotion for all units of the Mechanical 
Goods Division of the company, holding this position until he 
left in 1949 to accept his current connection with Dodge. His 
outside interests are many, including promotion work for the 
United Fund and serving as director of NIAA. 


“I look forward to each issue of IM with keen 
interest ... it keeps me up-to-date . . . stimulates 
my thinking . . . I even include it in my after- 
hours reading.” 


Mrs. Lee Worthington started her business career 27 years 
ago, serving with Jaqua Advertising Agency and Webber Ad- 
vertising Agency in Grand Rapids prior to joining Tranter 
(formerly Kold-Hold) in 1937 as office manager. She is presi- 
dent of the Republican Business Women’s Club of Lansing, 
secretary Red Cedar Chapter OES, a member of AFA, DMAA, 
Detroit WAC, and is the first woman ever elected to the NIAA 
board of directors. Her hobbies are golfing, fishing, dancing, 
knitting, bridge and canasta—to say nothing of devotion to 
her daughter, age fourteen. 


"I look to IM for ideas that we can adapt to our 
own problems. I'm rarely disappointed. IM offers 
a wealth of stimulating and exploitable material 
—is ‘must’ reading at our office.” 


Following a stint in the public relations department of the 
New York branch of General Motors Corp., Jack D. Hughes 
joined Littlefuse in Chicago as production manager about ten 
years ago. Two years later, he returned to New York as east- 
ern sales manager, a post he maintained until 1945, when he 
went back to Chicago to take over as works manager. In 1947, 
he was appointed sales manager and a year later named vice 
president in charge of sales. Recently Mr. Hughes was pro- 
moted to his present position 


Says Ralph N. Hanes 
Director of Advertising and Sales Promotion 


Dodge Manufacturing Corporation 


Says Mrs. Lee S. Worthington 
Corporate Secretary and Director of Advertising 
Tranter Manufacturing, Inc. 


Says Jack D. Hughes 
Vice President and Operations General Manager 
Littlefuse, Inc. 





INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 

approach to textile mills 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business ... more quickly. 








ASSISTANT 
SALES MANAGER 


A fine future open 
with leading manufacturer 
of industrial fasteners 


ity for a man 35 to 40 


surveys. Technical background in metal- 
working industry desirable. Salary 
open. Write fully about your back- 
oo enclose photo. Replies con- 

tial. Interview in New York, ex- 
penses paid. 


Address Box 496, Industrial Marketing 
801 Second Ave., New York 17, N.Y. 














Hiow Advertisers Use Phigtg- ee 


Illustrated booklet describes how 
Sickles gets pictures and 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 








Agency Changes .. 
begins on p. 154 


Kick Advertising, Oconomowoc, Wis., as 
account executive. 


Scott, Inc. . . Milwaukee, has been named 
to handle advertising for Vinyl Plastics, 
Inc., Sheboygan, Wis. 


Conti Advertising . . Ridgewood, N. J., 
has been named to handle advertising for 
Waveline, Inc., Caldwell, N. J., manufac- 
turer of micrometers. 


H. K. Porter Co. . . Pittsburgh, has an- 
nounced the acquisition of the Alloy Metal 
Wire Co., Prospect Park,: Pa. 


Fuehrer-Williams Co. . . Providence, R. I., 
has been appointed to handle advertising 
for Press Wireless Laboratories, West 
Newton, Mass., machinery manufacturer. 


Benham Advertising . . Philadelphia, has 
been named to handle advertising for 
Precision Thermometer & Instrument Co., 
Philadelphia. 


John Mather Lupton Co. . . New York, has 
the following new accounts: Graver Wa- 
ter Conditioning Co., New York, and 
Acheson Dispersed Pigments Co., Phila- 
delphia, producer of colored supplement. 


Richard La Fond Advertising . . New York, 
has been named to handle advertising 
for the Franki Foundation Co., New York 
contractor. 


Michel-Cather . . New York, has been 
named to handle advertising for Servo 
Corp., manufacturer of heat detection, 
measurement and control instruments. 


David Freedman Advertising . . Philadel- 
phia, has merged with De Martini Asso- 
ciates of the same city. 


Edward W. Robotham & Co. . . Hartford, 
Conn., has been named to handle adver- 
tising for the mill products division of 
Scovill Mfg. Co., Waterbury, Conn. 


Doyle, Kitchen & McCormick, Inc. . . has 
been named to handle advertising for 
Hanson-Whitney Co., division of Whitney 
Chain Co., Hartford, Conn. 


Lois P. McGinty . . former assistant to the 
media director, MacFarland-Aveyard, has 
been appointed director of media and pro- 
duction, Burton Browne Agency, Chicago. 


Blum’s Advertising Agency . . San Fran- 
cisco, has changed its name to Blum’s 
Direct Advertising Agency, to emphasize 
specialization in mail and distribution. 








1954 
BACON’S 


Lists 2,850 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 


PUBLICITY 
i | ECKER —lists chem alpha- 
betically and in 99 


market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $6.00. 
BACON’S CLIPPING BUREAU 


343 So. 


Sent on approval. 


Dearborn St., Chicago 4 








if you wish to reach the 
coal trade use 


CHICAGO NEW YORK 
Menhatten Bidg. Whitehall Bidg. 


For over 68 years the leading 
journal of the coal industry 








the Real Push 
Sales! 


You'll find ‘‘Snips” a 
medium to reach ever 13, 000 sheet sheet 
heer ventilation 
a contractors. 
trial arketing Data Book. 
Snips Magazine 


‘5707 WEST LAKE STREET CHICAGO 44, ILLINOIS, 





See Market Data Book 
Page 17 for information 
on monthly competitive 


Advertisers At 


Ne es 


ROUTE NO. 2 CHESTERTON 








For all the Facts 


on Industrial and 


Trade Market Data 


LOOK in 


Industrial Marketing’s 1954 


MARKET DATA & 
DIRECTORY NUMBER 





Index to Advertisers 





*Abernethy Publications 

*Advertisers’ Research Service .. 
Agricultural & Food Chemistry . a 
American Aviation 

American Cancer Society 

*American Ceramic Society 

American Chemical amy § 
The 

*American City, The 

*American Institute of Electrical 
Engineers 

*American Lumberman & Build- 
ing Products Merchandiser .... 

*American Machinist 

*American Metal Market 

*American Society of Civil 
Engineers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The .. Insert Between 32-33 
Analytical Chemistry 109 

*Annual Meat Packers Guide .... 

*Appliance Manufacturer 

*A.S.M.E. Mechanical Catalog and 
Directory 

*Associated Construction Publica- 
tions 1 

*Aviation Age 


*Bacon’s Clipping Bureau 
*Bedding 15 
*Best Company, Inc., Alfred M. . 
Black Diamond 
*Boxboard Containers 
*Bramson Publishing Co. ........ 
*Breskin Publications 
Business Publications Audit of 
Circulation, Inc. 

Business Week 

Insert Between 64- 7 
*Butane-Propane News 


Canadian Industrial Equipment 
News 
*Ceramic Bulletin 
Chemical Engineering 
Chemical Engineering Catalog .. 
*Chemical Engineering Progress . 
Chemical Materials Catalog .... 
*Chemical Processing 
Chemical Week 
*Chicago Thrift-Etching Corp. 
*Chilton Publications 
*Civil Engineering 
*Clark Publishing Co. 
*Commercial Fertilizer 
*Conover-Mast Corp. 
20-21, Facing Page 65, 68, 
4th Cover 
*Conover-Mast Purchasing Direc- 
tory Facing Page 65 
Construction 154 
*Construction Bulletin 
*Construction Digest 
*Construction Equipment . 4th Cover 
*Construction News Monthly. 154, 160 
*Constructioneer 154 
*Contractors & Engineers 121, 138-139 


Da-Lite Screen Co., Inc. 
*Daily Journal of Commerce .... 
*Dixie Contractor, The 
*Dodge Corp., F. W. 

*Domestic Engineering 


*Electric Light & Power 
*Electrical Engineering 


*Engineering & Mining Journal 
2nd Cover 


*Factory Management & Main- 
tenance 
*Food Engineering 


‘*Food Processing 


*Fritz Publications, Inc. 


*Gardner Displays 

*Gardner Publications 

Gray, Inc., Russell T. 

*Gulf Publishing Co. ............ 


*Haywood Publishing Co. 
38-39, 83, 148 
*Heating, Piping & Air Condi- 
tioning 
*Heinn Company, The 
*Hitchcock Publishing Co. ... 


Industrial & Engineering Chem- 
istry 
*Industrial Equipment News .... 
*Industrial Heating 
*Industrial Marketing 
140-141, 156-157 
*Industrial Press, The 45 
*Industry and Power 
*Ingenieria Internacional 
struccion 
*Ingenieria Internacional Industria 153 
*Institute of Radio Engineers, 
Inc., The 
Interstate Photographers 
*Iron Age 
*Iron & Steel Engineer 
Ivel Corporation 


Con- 


*Jenkins Publications, Inc. 
*Johnson, Inc., Franklin H. 


*Keeney Publishing Co. ........ 10-11 
*King Publications 

Kleen-Stik Products, Inc. 

*Knitter, The 


*Machine and Tool Blue Book .. 
*Machinery 

*MacRae’s Blue Book 

*Marine Engineering 

— Gebhardt & Reed, 


*Materials & Methods 

*Maujer Publishing Co. ........ 58- 59 

*McGraw-Hill Digest 

*McGraw-Hill International 
OO nasa veces. 133, 149, 153 

*McGraw-Hill Publishing Co., Inc. 
2nd Cover, 6-7, 14-15, 29, Insert 
Between 64-65, 66-67, 74-75, 78-79, 
87, 92-93, 100-101, 3rd Cover 

*Mechanical Catalog 

*Mechanization 

*Michigan Contractor & Builder . 

*Mid-West Contractor 

Midwest Purchasing Agent, seer 147 

*Mill & Factory 

*Mississippi Valley Contractor .. 

*Modern Machine Shop 

*Modern Packaging 

*Modern Railroads 


National Industrial Adv. Ass’n . 
*National Provisioner, The 
*New England Construction 
*New South Baker 


s packaging Parade 

*Panamerican Publishing Co. .... 158 
*Paper & Pulp Mill Catalogue .. 
*Paper Industry, The 

*Petroleum Engineer, The 
*Petroleum Processing 

*Pit and Quarry 

Plumbing & Heating Aes ; 
*Proceedings of the I.R “8 
*Product Design & S abetainasa . 
*Product Engineering 

*Production Engineering & Mgmt. 27 
*Public Works 24 
*Purchasing 

*Putman Publishing Co. ....... 70-71 


*Railway Age 
*Railway Locomotives and Cars 88-89 
*Railway Signaling and Communi- 
cations 88-89 
*Railway Tracks and Structures 88-89 
Refinery Catalog, The 
*Reinhold Publishing Corp 
41, 43, 46, ¥106-107, = 
Remington Rand, Inc. .......... 
Rocky Mountain Construction .. 
*Rubber Age 
*Rubber Red Book 


— Maintenance and Produc- 


“Saturday Evening Post, The .... 
*School Executive, The 

Sickles Photo-Reporting Service 158 
*Simmons-Boardman Pub. Corp. 


*Smith, Inc., Harry W. 
*Smith Publishing Co., wee. 


*Snips Magazine 

*Southern Advertising and , 
lishing 

*Southern Food Processor 

*Southern Garment Manufacturer pe 

*Southern Jeweler 142 

*Southern Power and Industry . 

*Southern Printer 

*Southern Pulp and Paper Manu- 
facturer 

*Southern Stationer and Office 
Outfitter 

*Southwest Builder & Contractor 7 

*Sweet’s Catalog Service 


*Texas Contractor 
*Textile Industries 
*Textile World 
*Textiles Panamericanos 
*Thomas Publishing Co. 
*Thomas Register 
Timberman, The 
*Tool Engineer, The 
Insert Between 32-33 


United States Envelope Co. 


*Vance Publishing Corp. 
Viewlex, Inc. 


*Wall St. Journal 

Warren Company, S. D. ........ 
*Western Builder 

*Western Construction 

*Western Industry 

*Wood and Wood Products 
*Wood Working Digest 
Woodall Co., Inc., The W. P. . 


*For detailed reference data see The Annual Market Data and Directory Number 
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YOU'LL SELL MORE 


swith an 


at your Expositions, Trade § 


3 Shows, Sales Meetings, etc. 


j © Send for Free Folder 
/IVEL CORPORATION 


De 96-22 43 Ave. Corona 68, N.Y.C. | 





PICTURES 


‘ were published in CON- 
STRUCTION NEWS MONTH- 
LY during 1953. In this total 
is included 483 on-the-job action 
pictures and 1,650 identified 
personalities. 

Picture coverage is just one of 
the many reasons for the high 
readership rating of CONSTRUC- 
TION NEWS MONTHLY in 
Oklahoma, eastern Missouri, Ar- 
kansas, western Tennessee, Mis- 
sissippi and Louisiana. 





In our 21st Year 


CONSTRUCTION 
NEWS MONTHLY 


Box 2421 
Little Rock, Arkansas 








Which ad 
attracted 
more readers? 


® THE AD for Pittsburgh Piping at- 
tracted more notice. 

The average Noted score for all 
right-hand page ads of Pittsburgh 
Piping up to last October was 19.- 
3°, as compared with 146° for 
Navco. 

The tendency for Pittsburgh 
Piping to be nearly 5°% higher in 
Noted, may have been due to the 
kind of illustration and headline. 


‘The large single picture with large 


head has been found, in general, to 
be an arrangement achieving high- 
er Noted scores. Pittsburgh Piping 
has an additional factor that can be 
effective: directing the headline to 
the reader . . “What must you have 
in power piping?” 


Pittsburgh 
Seen- 
Noted Assoc. 


Below is 
the answer 
to the problem 


on page 120 


Naveo uses a longer head and 
smaller type, and three smaller pic- 
tures instead of one large one. The 
Wavy margins are a device that 
usually reduces readership, because 
it robs the photos of realism, sim- 
plicity and, therefore quick compre- 
hension. 

The average Read Most score is 
about one percentage point higher 
for Naveo. Actually, a much higher 
Read Most should be expected for 
Navco since it has only a third as 
much copy as the Pittsburgh Piping 
ad. 

Average scores for both cam- 
paigns, reported by Daniel Starch 
& Staff, Mamaroneck, N. Y.: 


Navco 
Seen- Read 


Noted Assoc. Most 





19.3% 18.6% 


A) Noted denotes the percentage of 
readers who, when interviewed, said they 


remembered having seen an ad—whether 
or not they associated the ad with the 


name of the product or advertiser. 


tf, Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 


name of the product or advertiser. 


2) Read Most denotes the per cent of 


14.6% 14.6% 6.6% 


readers who read 50% or more of the 


copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost above 100 is above 
average; below 100 is below average. 
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Miller Publishing launches 
‘Croplife,’ new weekly 

® MINNEAPOLIS . . Croplife, a new 
controlled circulation weekly pub- 
lication serving the agricultural 
chemical industry field, has made 
its bow. 

Croplife is published by Miller 
Publishing Co., Minneapolis, pub- 
lisher of The Northwestern Miller, 
The American Baker, Feedstuffs 


and Milling Production. Controlled 
circulation goes to producers and 
distributors of fertilizer and other 


»farm chemicals. 


The publication’s first issue was 
dated Jan. 25. It uses a newspaper 
style makeup on a type page 91% by 
1334 inches. 

W. E. Lingren is advertising di- 
rector of the new publication. 
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Again—in 1953 
TEXTILE WORLD 


First in Advertising Volume 


HUNDREDS OF FIRMS which supply products and 
services to the textile industry have —every year 
—for many years placed more pages of display 
advertising in TexTILE Wortp than in any other 
textile-industry publication. Again, in 1953, 
TEXTILE Wor p led all textile magazines in adver- 
tising pages carried—in fact, TW alone carried 
over one-third of the total advertising pages that 
appeared in the five publications shown in the 
chart. 

TW’s approximately 600 advertisers have thus 
voted this publication into first position for many 
years. This leadership has. now reached new 
heights. The men behind the advertising shedules 
of the companies involved know that TW has the 
coverage, the penetration, and the reader respon- 
siveness that make its advertising pages the best 
buy in the field. 

If your product finds a market in the textile 
industry and is not already benefiting from the 
lift TW can give to your sales message, we suggest 
that you get the full story. Our District Managers 
are on the job to help you. 


Trends in Relative of 
Yearly, 1942-1953 
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DISTRICT MANAGERS 
Boston 16, Mass. 
Chicago 11, Il. 
Cleveland 15, Ohio 
Greenville, S. C. 
Dallas 1, Texas 
Los Angeles 17, Calif. 
New York 36, N. Y. 
New York 36, N. Y. 
Philadelphia 3, Pa. 

Sansom Sts. 

San Francisco 4, Calif. — T. H. CARMODY, 68 Post St. 
Tryon, N. C. — W. G. ASHMORE, P. 0. Box 1337 


M. C. MacKENZIE, 520 N. Michigan Ave. 
JOHN G. SABELLA, 1510 Hanna Bldg. 
W. G. ASHMORE, 201 East Coffee St. 
JAMES CASH, First National Bank Bldg. 
GORDON JONES, 1111 Wilshire Bivd. 
ARCH W. FISHER, 330 W. 42nd St. 
JOHN C. WHITE, JR., 330 W. 42nd St. 
H. C. HARVEY, Architects Bidg., 17th & 





R. L. CHISHOLM, 350 Park Square Building. 





TEXTILE WORLD 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y 


USEPUL A S AN Y 


MACHINE 








The unique CONOVER-MAST FRANCHISE CIRCULATION METHOD 
works with you and for you — increasing your sales and profits. 


— — - ~~ ag (~ i 
_ a ed ae 


"We would like to take this opportunity of A 
congratulating CONSTRUCTION EQUIPMENT in their fine 
advertising job. During the short time that we 

have been advertising in your magazine, we have 
received over 150 inquiries covering our 

Farnco Conveyers, and this has resulted in many sales, 
together with distributor interest. We find that 
inquiries received through your magazine totals more 
than all of the other magazines which we advertise in, 
combined. Congratulations for a very fine job." 


| 








M. G. Murphy, Farnco Sales Co. 
(Farnco Aluminum Conveyers 


"CONSTRUCTION EQUIPMENT has given us superior and Far-Pul Belt Stretchers) 


performance...CONSTRUCTION EQUIPMENT has averaged 
about 25 inquiries per ad, which figure is 
substantially above those of any other similar 
publication by a ratio of as much as 3 to l or more. 
Substantially sales show a direct relation to 


inquiries." 











B. E. Wallace, The Lug-All Company 
(Winch-Hoists, Slings, ‘‘Longlifts’’) 


Not only INQUIRIES—but SALES 


because it reaches the greatest number of buyers in the construction industry 





Construction Louipment 


NBP THE EQUIPMENT APPLICATION MAGAZINE BPA 








A Conover-Mast Publication, 205 East 42nd Street, New York 17, N. Y. 





